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the South’s FIRST tv station is 


the ONLY tv station in 


WAN 


MAXIMUM POWER 
100,000 WATTS 


MAXIMUM HEIGHT 
1049 FEET 





CHANNEL 


ww 


ABC-CBS 
INTERCONNECTED 





RICHMOND 
VIRGINIA 


SS CHANNEL 6" z ~— 





RICHMOND, VA. 





For over seven years BIG WTVR, 

“The Wide Area Station” has DOMINATED 

ITS AREA with coverage from Virginia’s 

capital city which includes OVER 500,000 

TV SET OWNERS . . . Top Coverage 

plus a top line-up of programs 

from both ABC and CBS, combined with Virginia’s 


Favorite Local Personalities is the formula which 


is responsible for our RUN-A-WAY WITH VIEWERS. 


It all adds up to ABSOLUTE SUPERIOR VALUE when 
it comes to DELIVERING CUSTOMERS and MOVING 
MERCHANDISE. These are the facts. Let us 

PROVE THEM with RESULTS. 


WMBG AM WCOD FM 


First Stations of Virginia 
a Service of Havens & Martin, Inc. 


WTVR TV 


WMBG REPRESENTED BY THE BOLLING COMPANY 
WTVR REPRESENTED BY BLAIR TV, INC. 











The above map is charted 
in proportion to the net 
effective buying income 
for the counties included 
in the new kgul-tv 


coverage crea 


1 
You buy /“44 of Texas with kgul-tv 


kgul’s area coverage encompasses Galveston, Houston and the 
entire Gulf Coast market. The buying power of this area repre- 
sents over 25% of the total buying power for the whole state of 
Texas. Here’s a real Texas-size buy for your advertising dollars: 
one-fourth of Texas with kgul-tv. 


Gulf Coast 
State of Texas TV Market % 
Families 2,510,500 611,600 24.36 
Effective Buying Income $12,622,592 $3,258,444 25.81 


Source of Figures: Sales Management. 


— CHANNEL 11 
GULF TELEVISION 
COMPANY 
Galveston, Texas 





Represented Nationally 
By CBS Television 
Spot Sales 
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American Viscose Corp. 
American Character Doll Co. 
Apex Electrical Manufacturing Co. 
Birge Co., lic. 
E. L. Bruce 
Caloric Stove Corp. 
Connecticut Chemical Research Corp. 
Culligan, Inc. 
Daystrom Furniture Corp., Inc. 
Detroit Steel Products Co. 
Dormeyer Corp. 
Eastman Kodak Co. 
Edison Chemical Co. 
General Dynamics Corp. 
Glass Containers Manufacturers Institute 
Hobart Manufacturing Co. 
international Molded Plastics, Inc. 
International Salt Co., Inc. 
The Kalart Co., Inc. 
The Lau Blower Co. 
Lee, Ltd. 
Lettuce, Inc. 
Lorentzen Hardware Manufacturing Corp. 
Magia Products 
The Maybelline Co. 
Morton Salt Co. 
Motor Wheel Corp. 
Outboard Marine & Manufacturing Co. 
Paulsboro Manufacturing Co. 
Pioneer Rubber Co. 
Pittsburgh Coke & Chemical Co. 
Polk Miller Products Corp. 
A. H. Pond Co., Inc. 
The Rath Packing Co. 
0. M. Scott & Sons Co. 
Stern’s Nurseries 
Union Underwear Co., Inc. 
The Weather-Proof Co. 
Webster-Chicago Corp. 
Weco Products Co. 
Whirlpool Corp. 
Whitehouse Co. 
The J. B. Williams Co. 
Woman’s Day, Inc. 
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uring the first nine months of this year, 51 ad- 
ertisers entered network television for the first 
time. 

44 of these new advertisers were on NBC 

42 of them were on NBC exclusively 

Getting new advertisers, keeping old ones, NBC 
served 195 satisfied sponsors during this period 
...compared to 109 for the next network, and 77 
for the third network. More advertisers than the 
next two networks combined. 

NBC has proved itself the pioneer network, 
with its new programming patterns and sales 
plans: Today - Home - Tonight, NBC Matinee 


Theater and Color Spectaculars. 









os gem Crs/ 


NBC has proved itself the creative network, 
with its Wide Wide World, Medic, NBC Opera 
Theatre, Project 20 and the exciting and uni- 
versally-imitated Spectaculars...with its new per- 
sonalities and its unending search for new talent. 

NBC has proved itself the follow-through net- 
work, Extensive merchandising is available to 
every product on NBC Television; every program 
is backed by extensive promotion. 

Why not join up? There’s still room for new 
members...and you’ll soon discover that the re- 


wards are great. 


Exciting things S eehas 
ices eo gh 8 television 
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WORLDS OF EXTRA COVERAGE! 


In the rich trading area of Lima, Ohio, there are 45,000 TV families for a 
saturation of 81.1 percent . . . and here more people watch WHIO-TV than 
all the other TV stations combined. Outside of the primary area, LIMA 
IS 80 MILES FROM DAYTON. It’s just one of the MANY outside bonus 
areas in WHIO-TV’s coverage of 511,310 families. Here are the ARB facts 
and figures: 





CHANNELS VIEWED MOST IN LIMA, OHIO 
Station Viewed Most Station Viewed Most 



























Channel City Before 6 P.M. After 6 P.M. 
WHIO-TV Dayton 66 66 
Station B (UHF) 7 24 
Station C = 5 
Station D 3 3 
These figures prove the eyes and ears of this world are tuned to WHIO-TV, one of 
America’s great AREA stations, using one of the world’s tallest towers (1104 ft.) 
and the equivalent of 316,000 watts. It’s America’s best buy in TV—and if you 
don’t believe it ask our world representative George P. Hollingbery. 
ONE OF 
AMERICA’S 
GREATEST 
AREA 








STATIONS 

















tralito 


Channel 7 


DAYTON, OHIO 























Letter from the Publisher 


This Dynamic Business 


The 1956 TELEVISION AGE Yearbook, now in the mails, dramati- 
cally reflects the dynamics and expansion of the television business 
over the past seven years. 


From the information compiled in this 326-page volume, one sees 
why television is called America’s fastest growing business: 


The number of stations increased from 17 on January 1, 1948 
to 446 on December 1, 1955. 


The number of tv markets increased from 28 in 1949 to 287 
in 1955. 


The number of tv sets jumped almost from 3,950,000 in 1950 
to 36,296,000 today. 


The total tv revenue from time sales went from $27,500,000 
in 1949 to $538,000,000 in 1954. 


There are now more than 15,000 advertising agency executives 
directly or indirectly connected with the placement of tele- 
vision time. 


This represents an increase of 14% over the number of agency 
executives who had some part in the purchase and placement of 
television time . . . local, national or regional . . . a year ago. 


All of these executives, with their titles and addresses, are listed 


in the Yearbook. 


The top 100 advertisers in the United States are also listed in the 
1956 Yearbook, along with their key executives. These advertisers 
spent $281 million last year in network tv. 


The station section of this annual includes full information on 
facilities, representatives, stockholders, executives, services, film 
requirements, color equipment, rates and market information for 
every commercial outlet on the air. 


Other departments include: television equipment manufacturers, 
their products and executives; film syndicators and distributors with 
products and executives; station representatives with principal offices 
and executives and stations represented; and executive listings for 


the TvB, FCC, NARTB, networks and other television groups. 


The Yearbook was a six-month job of compilation, checking and 
collating under the direction of editor Art King. Addenda to the 
Yearbook will be published in the March issue. 


We at TELEVISION AGE want to thank the 2,000-odd advertising 
agencies and the nation’s top tv advertisers who cooperated in 
providing the detailed personnel information. 


Cordially, 
Ly ft 











the spectacular 
Channel 8 
Multi-City Market 


WGAL-TV 


LANCASTER, PENNA. 
NBC and CBS 


Sales results are spectacular, 
too, in the Channel 8 Multi-City 
Market. Advertise your product 
in this vast, SPENDING market 
where the owners of 912,950 
TV sets spend $512 billion yearly. 
Make the 32 million prospects 
who live here your customers. 
STEINMAN STATION 
Clair McCollough, Pres. 

















Channel 8 Multi-City Market 
Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro § Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 
Martinsburg Hagerstown 








Representatives: 
MEEKER TV, INC. 


New York los Angeles 
Chicago San Francisco 
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ORE OF THE f-j 3 my3 i 


. continuously refreshed the vitality of television 


expanding its contribution as a service . 


i a meeting last month the NBC Television Affiliates presented a 


scroll and resolution to Sylvester L. Weaver, Jr., Chairman of the 
Board of NBC, and Robert W. Sarnoff, President of NBC, with the 
foregoing words and crediting them with “. . . creative imagination 
which has vastly enlarged the scope of television as a service . . . and 
advancing the NBC Television Network to new and higher p!ateaus 


of leadership. . . .” 


WJDM-TV applauds that citation as a member of the NBC Program 
Extension Plan. PEP makes it possible for a family like this, and 
thousands more in this important segment of the U. S. A., to share in 
the wholesome enjoyment of viewing a wide variety of WJDM-TV 
television programming that includes 17 of the nation’s top 20 television 


programs. 


We concur with Mr. Weaver in his statement... “. .. we (NBC) 
want to give the people something that will make more of them want 
more of the better things . . . believe that every NBC show should 
serve a purpose beyond diversion ... always upgrading the standard, 
always trying to have our shows really serve our viewers in a positive 


and affirmative way... .” 


We are proud to share in that leadership as an NBC affiiate. 


MEL WHEELER 


General Manager 
WJDM-TV WEAR-TV 


WJIDM-TYV, Panama Cit 














N conjunction with WEAR-TV, Pcnsaco'a, Serves the Fabulous Northwest F:orida Coast 


represented nationally by George P. Hollingbery Company. 
























PROVED BY PULSE... . THE DOMINANT 
MEDIA IN THE RICH 25 COUNTY “SOUTH- 
EAST ALABAMA MARKET". BUILT BY 
PROGRAM KNOW-HOW ... POWER... 
SERVICE TO THE AREA 








THE OLD ORDER CHANGETH ... 


Giving way to the new . . . combining . . . 
with television . . . a myriad of small mar- 
kets . . . into a rich new single market 
comple covered and served only by 
WSFA-TV. 



















SHARE OF AUDIENCE 
ei Your Message Will Be Seen More, 
(Area Pulse) mo elt Mean More, On eee 
7 a.m.-12 noon 77 23 
12 noon-6 p.m. 68 32 
6 p.m.-11 p.m. 64 36 . [CHANNEL 





OWNED AND OPERATED BY 2 


THE OKLAHOMA PUBLISHING CO. 
The Daily Oklahoman, Oklahoma City Times, 


THE FARMER-STOCKMAN 
WKY. WKY-TV. WSFA. & WSFA-TV q 
ALABAMA : 


Represented by THE KATZ AGENCY, INC. 
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WBEN-TV FILLS SECONDS 





with YEARS and YEARS of EXPERIENCE 





Into each precious second of your WBEN-TV spots , 
goes the accumulation of years of technical television skill. 


Projectionists, control engineers, cameramen and 
directors represent the ultimate in combined experience 
in handling your television commercials. 


And to this background of mature skills and television 
know-how WBEN-TV adds its station philosophy of an 
uncompromising and scrupulous regard for QUALITY 
inherited from a quarter century of successful radio 

service and continued in 1948 when WBEN-TV pioneered 
television in Western New York. 


To get the best from your commercials use the station 
that gives you the best in quality production . . . 
best in coverage. Use WBEN-TV! 


YOUR TV DOLLARS COUNT FOR MORE ON CHANNEL 4... BUFFALO 


WBEN ;. TV 


CBS NETWORK BUFFALO, N. Y. 


WBEN-TV Representative ‘ 
Harrington, Righter and Parsons, Inc., New York, Chicago, San Francisce 
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NOW! FROM ATOP TEXAS) 








wFAA-TV Delivers a Fabulous 
New Selling Punch. | to the 
DALLAS-FT. WORTH Market! 


Better start throwing away all your old 
facts and figures on the DALLAS-FORT WORTH 


market. When the switch was pulled on Texas’ 





TAL!EST man-made structure, the entire con- 
cept of what an advertising dollar can deliver 
in this double-barreled market was knocked 


into a cocked hat. 


COMPARE OLD “B” AND NEW “B” 
_ COVERAGE AREAS: 


19.7% increase in retail sales! 28.8% 


increase in population! Almost a HALF BILLION 





DOLLARS increase in Effective Buying Income! 


But that only begins to tell the story! Avail- 




















ise Gut corpo anh seal able now is WFAA-TV's new “Market Facts” 
ey Psat sei folder which will be sent upon request. It's 
one of the most complete, most useful com- 
MAIL TO: 
WFAA-TV pilations ever devised to bring time buyers up 
! 3000 Harry Hines Blvd. \ 
Dallas, Texas to date on the nation’s 12th ranking metro- 
Yes, please send me WFAA-TV’s new “Market Facts” folder. p olitan market!" 
Name Title (*Based on retail sales) 
Firm 
Address 

















STALLEST STRUCTURE 


ASTATION AND A MARKET GROW IN STATURE 
The new DALLAS-FORT WORTH market, as defined by “Television Mago- 
zine,” covers 42 counties, including 3 in southern Oklahoma. 

* $3,477,072,000.00 Effective Buying Power! 

*% 42-COUNTY Population — 2,272,600! 

* 552,740 Television Homes! 

* $2,582,192,000.00 Total Retail Sales! 


This brings more people, more buying income, more retail sales into the 
, WFAA-TV picture! 
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TOWER FACTS 


* 
> 51 FEET TALLER THAN 

THE EMPIRE STATE BLDG. 
> ENOUGH “STEEL” \ 

TO BUILD 320 AUTOMOBILES Aw -W-% =» Ao 
> ENOUGH “PAINT” soe ta es 

TO COVER 95 FIVE-ROOM HOMES 

. 2:2: A Re 

> 
> 


ENOUGH “CONCRETE” 


FOR 5 MILES OF SIDEWALK. RALPH NIMMONS, Station Ma 


1,521’ high, including antenna EDWARD PETRY & CO., National Representative 
1,685’ above average terrain Television Service of the Dallas Morning News 


316,000 WATTS VIDEO e« 158,000 WATTS AUDIO 

























The only TV station in the 
heart of the rich East Texas 
pine belt... serving 
300,000 folks in 21 thriving 
counties. Amazing listener 
interest and unprecedented 
fan mail prove the 
popularity of KTRE-TV 
programming and impact 
for sure sales. 





METROPOLITAN 
programming 


METROPOLITAN 


advertisers 


METROPOLITAN 


results ! 


NBC-TV 


the only non-metropolitan market with basic 
NBC programming LIVE* 
*viea mi 


ry 


from 





“SERVING 300,000 PEOPLE IN THE 


National Representatives: 
RINTOUL & McCONNELL, Inc. 


’ 
New York, Chicago, San Francisco, Los Angeles & Boston 


Southwest Representative: 
CLYDE MELVILLE COMPANY OF DALLAS 
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Johns-Manville * Heinz Catsup + Sun-Up Ice Cream 
Pan American Airways Seven-Up ¢ Sunbeam 
Chrysler-Plymouth ¢ Purex « Speidel * Coca-Cola 
Webcor * Camel Cigarettes + Whirlpool » Pontiac 
Humble « Simoniz «¢ Lux Soap *« DeSoto-Plymouth « Prell 
Shampoo « Hazel Bishop « Campbell Soup « Cut-Rite 
Wax Paper « Scottie Facial Tissue « Dow Chemicals 
Scott Tissue Paper « Toni * Paper Mate ° Texaco 


These are our advertisers, 
_ perhaps you'd like to join them? 


Armour Foods « Pet Milk « Mrs. Tucker Foods « Mrs. 
Baird’s Bread *« Admiration Coffee * Maryland Club 
Coffee * Morrison Milling * Ford ¢« Wynn Friction 
Proofing Oil « Ideal Baking Company « Goodyear 


Reynolds Aluminum « Maybelline ¢ Lucky Strike 


Cigarettes « Pamper Shampoo « Winston Cigarettes 
Dial Soap « Hallmark Cards « Chesterfields * Bobbi 
Colgate « Alcoa « Gulf « Shick Razors * Gold Seal 
Noxema « Bulova « Johnson Wax « Gillette Razor 
and Razor Blades « Crisco * Dormeyer ¢ Eastman 
Kodak and Film e¢ Lux Liquid Detergent *« Old Gold 


Cigarettes ¢ Tide « Remington Razors « American 
_ Chicle ¢ Armstrong Linoleum ¢ General Electric « Borax 
_ Channel! Master Antennae « Webster Saw Company 
- Rolliton Products * Bexel « SOS Pads « Griffin Shoe 
Polish « Tums ¢« Philco « Smith, Kline, French Lab 
Charles Antell « Kleenex « Floral Delivery Service 











mens... MIRE-/y: 







LUFKIN, TEXAS 








CHANNEL 
AFFILIATED 
; WITH 
Richman Lewin KTRE RADIO, 
Vice President & General Manager 1000 WATT, MBS 
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TV BOOSTS THE BUSINESS SPIRAL 


Leading companies, to sustain good business, 


assign still more advertising money to video 


A PHILADELPHIA STORY 


How the twilight of a small company 
became the light of a new day, Philco 


Tv reduces sidewalk pounding 
and carpenters realty sales 


THE DAYTIME AUDIENCE 


Special Pulse survey shows 


New York housewives take to tv 


Film producer Fillum 
takes a horizontal stand 


THE BIG SLEEPER 


A modestly-priced film show 
sells mattresses to Pittsburgh 


52 


DEPARTMENTS 


7 Publisher’s Letter 
Report to the readers 


19 Tele-scope 
What’s ahead behind the scenes 


23 Business Barometer 
Measuring the trends 


31 Newsfront 
The way it happened 


57 Film Sales 
The month’s contracts 


65 Washington Memo 
The network investigation 


71 Wall Street Report 


The financial picture 


92 


=] 


9 


~ 


103 


106 


HOMEBUILDING AND REAL ESTATE 


CONFESSIONS OF A CONFERENCE MAN 


Spot Report 
Digest of national activity 


Network Schedule 


The January line-up 


7 Set Count 


Market-by-market figures 


New Stations 


The openers’ openings 


In the Picture 


Portraits of people in the news 


In Camera 
The lighter side 

















(TENNESSEE VALLEY ) 
SE 


To reach the rich 
TVA 54th Market in 
the Tennessee Valley 
with CBS 
Television Potency 
and Good Advertising 
IT’S 
CHANNEL 26 - 316,000 WATTS 


KNOXVILLE 


NATIONAL REPRESENTATIVE 
JOHN E. PEARSON COMPANY 


Another Good Advertising Buy 
WIKY 
AM/FM RADIO 
EVANSVILLE, INDIANA 
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STEVE DONOVAN, WESTERN MARSHAL starring Douglas Kennedy 


A rugged new Western star in 39 half-hour films of thundering action for youngsters and adults. 


16 January 1956, Television Age 


Star personalities head up these two new audience-pulling programs for 
your exclusive local sponsorship in your markets. Early ratings prove both 
shows have what it takes to bring in large audiences even against tough 


network competition. 


And you get unprecedented merchandising rights at no additional cost. 
Use the name and character of Steve Donovan, Western Marshal, and The 


Great Gildersleeve to sell for you. 














THE GREAT GILDERSLEEVE starring Willard Waterman—A favorite comedy star 


and program for the whole family. After 13 years as a top radio success, now even better in 39 half-hour TV films. 


Put these great salesmen to work selling your products. For complete 


details and prices for your markets, phone, wire or write today. 


NBC FILM DIVISION 


serving all stations... serving all sponsors 


30 Rockefeller Plaza, New York 20, N. Y.; Merchandise Mart, Chicago, Ill.; Sunset & Vine, Hollywood, 
Calif. In Canada: RCA Victor, 225 Mutual St., Toronto; 1551 Bishop St., Montreal. 
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2. Hit Parade KPRC-TV 


. Robert Montgomery KPRC-TV 
= 4. Medic KPRC-TV 


5. $64,000 Question Station C 


© 6. Lux Video Theatre  KPRC-TV 
7. Waterfront KPRC-TV 


. Truth or Consequences KPRC-TV 


9. Life of Riley 
Ses SS Soe 
. Great Gildersleeve 


with 17 of 20 top _ Your Life 


nighttime shows 


(October AND November 
ARB= 1955) 


RPRO-TV c= 


HOUSTON aes 


Cc w A N N £ L 19. City Detective KPRC-TV 


w 






c= 







KPRC-TV 








KPRC-TV 









KPRC-TV 







12. Disneyland Station B 


13. Father Knows Best KPRC-TV 






. People Are Funny KPRC-TV 





. Fireside Theatre KPRC-TV 





. Caesar's Hour KPRC-TV 





JACK HARRIS 


Vice President and General Manager 





. Wyatt Earp Station B 


Nationally Represented by 
EDWARD PETRY & CO. 
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P&G Packaged Foods 

That old pace-setter, Procter & Gambie, is reportedly 
trying another diversification: packaged foods. The giant 
firm is understood to be testing packaged cake mixes in 
three markets, a fact that might interest competing soap- 
detergent manufacturers. Interestingly, this, plus P&G’s 
recent purchase of Big Top peanut butter, puts the soap 
maker in direct competition with also-huge General Foods, 
General Mills. 


CBS-Columbia Color Pickup 

CBS-Columbia is scoring “tremendous success” with 
color set promotion which allows full price of black-and- 
white set against $895 color receiver. The promotion in 
the New York metropolitan area started in early December. 
After the first two weeks, CBS-Columbia sold 357 sets to 
dealers, who in turn have reported installing 128 sets in 
homes. This is said to be a better than 50% increase over 
any color manufacturer’s sales for a two-week period in 
the New York area. 


Parade Profitable 

Loew’s Inc. will show a net profit of approximately $1 
million from its M-G-M Parade according to sources close 
to the company. However, Mr. Arthur Loew, the new 
president, admits that Walt Disney is far ahead in the 
popularity race and hopes that the program can be 
improved in format to draw a greater audience. 


Dawn of Senate Tv Probe 

January may finally see the dawn of the Senate Com- 
merce Committee’s probe of the tv-radio industry. The 
Senate investigation, looking into the basic network struc- 
ture and allocations, has scarcely been off the ground 
since it was first announced more than a year ago. With 
the appointment of Seattle lawyer Kenneth A. Cox to 
direct the committee’s study, this month is supposed to 
see a parade of industry figures before the legislative 


group. 


Tv Capital 

Index of the growth of television importance in Holly- 
wood is shown by Consolidated Film Laboratories. This 
huge film processing company’s business is now 20 per 
cent movies, 80 per cent television. 


Studebaker Spots 

What’s ahead in 1956 for Studebaker? A major share 
of increased ad expenditures will be in tv spot by Stude- 
baker factory and associations. Although plans are not 
yet definite, Studebaker Div. has allocated 60% increase 
in video budget for new year. Overall ad campaign will 
cost $12 million; dealers will spend $3.5 million. Benton 
& Bowles is the agency; Don Chapman, timebuyer. 


West Coast Baseball 

When, and if, two major league baseball clubs are moved 
to California money received from television rights alone 
will soon pay for the franchises. West Coast advertising 
men estimate that television fees in Los Angeles and San 
Francisco may well total around $1 million. 


The Heat’s On 

Exclusive tv spot campaign for 1956 has been planned 
by Marlowe Chemical Co. for its Fire Chief, a new home 
fire extinguisher. Beginning this month, Fire Chief will 
hit the New York market with 60-second films on WcBs-Tv 
and WABD (12 times weekly) and wor-Tv (25 times weekly ) . 
Fire Chief also has allotted funds for wrca-tv but avail- 
abilities are still to be worked out. About two weeks after 
the New York start, the firm will move market-by-market 
into 15 other major locales. Chicago may be next. Kastor, 
Farrell, Chesley & Clifford is the agency; Jack Peters, 
timebuyer. 


Robert Hall’s Biggest Yet 

Robert Hall Clothes is now evaluating tv markets and 
stations for “the biggest campaign ever,” to be culminated 
with the opening of 12 Los Angeles stores on March 1 
(the first Hall stores there). The national chain is launch- 
ing stepped-up spring campaigns in the deep south on 
Feb. 13 and in the mid-south and west coast on Feb. 20. 
Drives in the remainder of the country will start Feb. 27. 
Market activity will vary in degree and run through June. 
Hall is slating tv use for the first time in Syracuse, Rich- 
mond, Huntington, Lansing and Jacksonville. Frank B. 
Sawdon Inc. is the agency; Jerry Bess, vice president, is 
timebuyer. 


New CBS Columbia Color Model 

CBS Columbia is working on a wholly new color model— 
new chassis, new cabinetry and possibly new circuitry. 
The implication is it will sell for well under $695, but the 
qualification is that that price tag assumes mass produc- 
tion. So far, the company has set no marketing date. 


British Drop Morning Tv 

What’s happening to British commercial tv (now that 
it’s three and a half months old) ? Nielsen reports that of 
the top 11 programs nine are commercial (see separate 
story). And another U. S. rating service, The Pulse Inc., 
has established a British office, Pulse Ltd., to keep pace 
with the growth of commercial video there. But all is not 
growth in London today. The Independent Television 
Authority has found it necessary to abandon morning tv 
(11-12:30 a.m.) because of minimum circulation and no 
advertisers. One report had morning audiences hitting 
around a 4% tune-in. U. 


around 15%. 


S. daytime audiences score 
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Famous on the local scene... 









P ae t ; . a, 
SPAS SEP 
<3 o a - 
x 
No man, no company, no broadcasting facility ever attained a 


national prominence without first achieving greatness at home. 


So with the group known collectively as Storer stations. 
Look at each one individually. You will find 


the church, the school, the home — and the station 


— working together to improve the community. as : 
The adherence to the tradition of leadership at “home” id 
4 Pid F 
has made Storer stations national institutions. Aur 
Z 


A Storer station is a local station. 





yet known throughout the nation. 





ta 


Ne ag 
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=’ 
WSPD : WSPD-TV WJBK+ WJBK-TV WAGA~ WAGA-TV WBS - WGBS-TV = ae 
se) [-Yo (eR @ ile) Detroit, Mich. PX ilelieMCien Miami, Fla. pale, Ore. nee 
= / 2NS WWVA WBRC+ WBRC-TV  WJW-WXELTV ye 
A ? Oh bia! a Va. Birmingham, Ala. Cleveland, Ohio 


NATIONAL SALES HEADQUARTERS: 
TOM HARKER, National Sales Director 


BOB WOOD, National Soles Mar. 
118 E. 57th St., New York 22, MUrray Hill 8-8630 
230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 111 Sutter St., 


San Francisco 4, Calif., Sutter 1-8689 








Kilowatts are je ... 


*We ought to know ...we were the 
first with the most... 316,00 watts. 





and ‘— 


But in Louisville... 


WHAS-TV Programming pays off! 








: “THE HERBIE KOCH SHOW" 
10:00— 10:30 P. M. 

Sunday 

(Market's only live Sunday 
musical, with the nation's 
largest studio organ.) 


VICTOR A. SHOLIS, Director 
NEIL CLINE, Station Mgr. 


Represented Nationally by Harrington, 
Righter & Parsons, 


Your Sales Message Deserves 


The Impact of Programming of Character 
New York, Chicago, San Francisco 
Associated with The Courier-Journal 

& The Louisville Times 





BASIC CBS-TV NETWORK 
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Business barometer 





Television's October gains, coming on the heels of the record increases of 
September, put the industry into new highs in every division. 





The TV AGE Business Barometer, starting its third year as the exclusive reporter 
of television's month-to-month trends, shows local billings in October 
were up 13.7 per cent over September; national spot was higher by 27.9 
per cent, and network gained 14.9 per cent. 





These increases for national spot and network were very similar to the gains in 
the same month last year. In October 1954 national spot gained 27.8 





LOCAL SPOT NETWORK 
comparing October billings with September: |-+-13.7  +27.7 + 14.9 
Sept. Oct. Nov. Dec. Jan. 1955 Feb. Mar. April May June July Aug. Sept. Oct. 


1 +65 





+55 
} +50 
+45 
; +40 
+35 
+30 
|} +25 


+20 





+15 


| +10 





oc v 


Oct. 1953 





- —_4+— + + 
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per cent as compared with the 27.7 per cent this year. Network in 
October 1954 was up 15.2 per cent over September, only .3 per cent more 
than this year's 14.9 per cent. 


There was a great difference, however, in the local category. Last year at this 
time local business was up 26.5 per cent over September while this year 
the increase was only 13.7 per cent. 





A number of influences are apparently at work on the local level. The fact that 
an increasing proportion of the average television station's best time 
is sold under contract is probably the biggest factor. 





It_is sometimes difficult for the seasonal advertiser to find suitable time on 
television. He is often forced to take printed space when he would 
prefer to spend his budget in television. Of course, this very fact is 
one of the inducements that is making more and more important seasonal 
advertisers sign long term contracts to insure television availability 
when they need it most. 
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_Business baromete Pr continued 


| As an example, many of the automobile dealer groups buy regular television 
programming not only to push car sales throughout the year, but, 

more importantly, to be sure that the time will be available when new 
cars are being announced. 





In national spot the October 1955 gain of 27.7 per cent was the second greatest 
ever reported during the two-year history of the Business Barometer. 
The exception was the same month last year when the gain was only 
one-tenth of one per cent greater. 





This gain brings the national spot index to its high point of 835.2 per cent 
above the position it held in Oct. 1953, when the TV AGE Business 
Barometer was started. 





The network billings gain of 14.9 per cent also put that category at a new high 
point 74.8 per cent above the Business Barometer starting date of Oct. 
1953. 





Each of these trends is easily followed on the accompanying chart. 





Business Barometer has pointed out repeatedly in recent months the strength being 
shown by national spot this year. As of October national spot is 45.7 
per cent ahead of its position at the same time last year. 





Network, while showing continuing gains, is only 28.1 per cent ahead of October 





SPOT NETWORK 


LOCAL 
increase from October 1954 to October 1955: (ss) (va) +28.1 


1954 and local billings are only 25.9 per cent ahead of the same point 
last year. 


While the Business Barometer is not set up specifically to determine the difference 
in percentage of gains between varying sizes of stations, the reports 
submitted give some indications which are sometimes interesting. 





In October the smallest stations, those with annual billings below a half million, 
showed average gains in both local and spot and less than the national 
average increases in network. 





Stations with billings over a half million and less than a million showed better 
than average gains in all categories with special strength in network 
billings. 





Stations with billings of more than $1 million and less than $2 million were 
ahead of the average in local billings, about average in national spot 
and above national mean in network. 





Larger stations, with billings between $2 and $4 million, came close to the averages 
in all categories although there were considerable differences between 
Stations, some going far over or under in one or another division. 





The biggest stations showed more than average strength in both local and network 
billings. National spot was close to the national figure. 





The TV AGE Business Barometer is now in its 25th month. The reports are based on 
figures supplied by cooperating stations of all sizes and in all parts 
of the country. These figures are sent direct to Dun & Bradstreet. 





That Wall Street firm supplies percentages based on these figures to the editors 
of TV AGE. These percentages are analyzed by the editors and their 
consultants. 





‘ 
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KRON-TV Rating Test 
“How Big is the Audience?” by W. 
Ward Dorrell of Blair-Tv . . . touched 


off a storm of controversy regarding 


























the reliability of current syndicated WILLIAM 
audience surveys. . . . An answering KENNEDY 
article by the director of the ARB, F 
: , ; ; , Time Buyer 
444 Madison Avenue, New York 22 James W. Seiler . . . refutes the con- Ted ae 


tentions of Mr. Dorrell. . . . 
me 4 , : & Co. 

Ihe ARB plan to reliably investigate 
Article Routing 


We all like TELEVISION AGE here. We 
make excellent use of your publication 


these differences in the reported size 
of the tv audience is to compare tele- 


vision sets-in-use levels produced by 


and are constantly routing some of the regular ARB diary study with fig- 
your articles to our tv creative and ures produced by a telephone coinci- 
production personnel. dental survey conducted in the same 


Emit Mocui 
Emil Mogul Co. 
New York City 





areas and during the same weeks. 
KRON-TV placed an order with ARB 

to have a special telephone coincidental 

taken on the afternoon of Wed., Nov. 


“Good things happen 
when a commercial spot 
or program campaign 
begins on WNHC-TV. 


Fan 9. This was the same week during Me 

... your publication ... has bright- | which the regular ARB diary survey The significant ater: 
ness and pace ... its format is modern, | was being made in this area. . . for this sales activity, 
alive . . . and its content solid. You From 3 p.m. to 4 p.m. on Nov. 9 which | have watched 
can put me down as a fan. the ARB telephone coincidental re- ever the years, is obvi- 


JuLIEN FieLp __ ported an average of 15.2 per cent sets- ous . . . viewing habits 


Senior Vice President _ in-use. During this same time period since 1948 have re- 
& Creative Director on Nov. 9 the regular ARB published mained the same. 
Lennen & Newell Adv. diary shows an average of 9.7 per cent WNHC-TV rating-wise 
New York City _ sets-in-use. This is a difference of 


proves this point. Check 


more than 40,000 homes. the cost-per-thousand 


mews Setnniies The 4 p.m. to 5 p.m. time period 


figures, it’s a picture 
‘worth ten thousand 


aan 


words’. 


shows an even greater difference with 


Your “Hometown News” roundup 
in the December TELEVISION AGE is a 
most interesting survey. It shows how 








the ARB telephone coincidental report- | 


ing 16.5 per cent sets-in-use- and the | 
regular ARB diary showing only 7.6 | 


far the industry has come in recent . Ps 
per cent of the homes using tv. This 


months in increasing television’s re- ‘ 
represents a difference of more than 


sponsibility for presenting the news— 


actually in revolutionizing the science 65,000 homes in the six counties and 


(Continued on page 29) 


and the art of news reporting. 

Your editorial comment about the 
tremendous audience potential in good 
news presentation is so true. Our own 
findings have shown time and again 
that stations’ local news show ratings 
have been boosted tremendously by 
what you so aptly describe as “weav- 
ing the material from the national 
news services with . . . local news on 
eS 3 

Your detailed, documented story and 
your listing of television station news 
directors is a tribute to the business of 
broadcasting news and will prove to 
be a valuable service to those who have 
a part in its operation. 

Howarp L. Kany 

Manager of Newsfilm 
Columbia Broadcasting System HAROLD P. SEE 

485 Madison Avenue, New York KRON-TV Station Manager 


COVERS CONNECTICUT COMPLETELY 
316,000 WATTS MAXIMUM POWER 
Pop. Served 3,564,150 - TV Homes 948,702 





d by the katz agency, inc. 
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the ‘Time 


Daytime: the active hours when the world’s work is 


being done; when things are made and moved and 
bought and sold; when factories hum and stores are 
jammed; when human needs are filled and the practical 


business of life goes on. 





the Girl 


And this is who’s behind it all, behind the making and 





moving, and buying and selling; behind the house that 
Jack built and the things that fill it. It is she who 
decides and provides the food and clothes and furniture 
and stoves and refrigerators. She spends over $100 
million a day on food and drugs alone. What with cook- 
ing and cleaning and buying and fixing she happens to 
be just about the busiest person in the world; always 
on the move. For advertisers the trick is to keep up with 
her, and nothing does this so well as radio. Radio is 
with her all day long, wherever she goes, from room to 
room, from house to car, from car to house, in over 46 


million homes throughout the country. 

















the Place 


The one place on radio you’ll find her most of the time 
is the network with ten out of the ten most popular day- 
time programs. It’s the same place you’ll find the lead- 
ing advertisers, too. This month seven new big ones 
joined the ranks—Campbell Soup, Chesebrough-Pond’s, 
Easy Washing Machine, Pharmaco, Philip Morris, 
Standard Brands, Sunsweet Prunes; while four old 
faithfuls—BristoleMyers, Campana, Hazel Bishop and 
Lever Brothers added to their daytime schedules—all 


on the nation’s Number 1 Radio Network... 


the CBS 
Radio 
Network 








mul... 


AMERICAN RESEARCH BUREAU 
FEBRUARY, 1955 REPORT 
‘\ =-"GRAND RAPIDS — KALAMAZOO 




















Number of Quarter Hours With 
Higher Rating 
MONDAY THRU FRIDAY WKZO.-TV Station B 
7 am. — 5 p.m. 144 56 
5 p.m. — 11 p.m. 83 37 
SATURDAY & SUNDAY 
10 a.m. — 11 p.m. 80 24 











Battle Creek (19%), Muskegon (17%). 


ge nay, 





She Fel wer Hations 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO.-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WAJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Asrociated with 
WMBD RADIO — PEORIA, ILLINC!S 


YOU MIGHT PUT THE SHOT 59 2"*— 


Note: Survey based on sampling in the following propor- 
tions — Grand Rapids (45%), Kalamazoo (19%), 












YOU NEED WKZO-TV 
TO PUT SALES ACROSS 
IN WESTERN MICHIGAN! 


American Research Bureau figures for Grand 
Rapids-Kalamazoo show that WKZO-TV is al- 
most a 3-to-l favorite over the next station, 
morning, afternoon and night! 


WKZO.-TV is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids. Telecasts 
on Channel 3 with 100,000 watts from a 1000’ 
tower. Serves one of America’s top-20 TV mar- 
kets — almost 600,000 television homes in 29 
Western Michigan and Northern Indiana coun- 
ties! Ask Avery-Knodel about availabilities. 


100,000 WATTS e CHANNEL3 e 1000 TOWER 


WKZO-TV 





KALAMAZOO — GRAND RAPIDS 


Avery-Knodel, Inc., Exclusive National Representatives 


* Parry O’Brien set this world’s record on June 5, 1953, at Compton, California. 
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CERTAIN THINGS 
STAND OUT!! 


Yes, some things are all-important 

. like the 
dynamic sell-power of the JOE FLOYD 
. . the two-market 


to the advertiser . . 


Stations . 
impact you get for your one smart 
buy . . . the spending power of 
these big multiple markets. 


What a terrific spot for you! 


The Big TV Combo 





K 

E 

L 

0 
K 
D 
L 
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78% of South Dakota, plus 
western Minnesota, northwestern lowa 


ELOY 


JOE FLOYD, President 
Evans Nord, Genl. Mgr. 
Larry Bentson, V.P. 
NBC Primary 





. . . and Joe reports SELL-OUT of 
Saturday and Sunday time on NBC's 
MONITOR (KELO Radio). For future 
spot availabilities contact 

R-R REPRESENTATIVES 











Letters (Continued from page 25) 
the difference is greater than the total 
shown by the diary method... . 


Of the many factors that could be 
at work to produce this difference, two 
of the most apparent seem psycho- 
logical. 


The differences in sets-in-use as re- 
ported by the different rating services 
are lowest when the family is gathered 
as a group during the evening hours 
before the children are put to bed. The 
differences are greatest during the day 
when in most families only the house- 
wife and preschool children are at 
home and during the late evening after 
the family group breaks up... . 


Another . . . factor relates to the 
stigma attached to a housewife spend- 
ing a great number of “housework” 
hours watching daytime television. 
What lower or middle income house- 
wife wants her family to know that she 
spends four, six or eight daytime hours 


watching television? 


This report on the results of a one- 
day test in the San Francisco Bay area 
is not meant to be a condemnation of 
one rating service nor a vote in favor 
of another. Questions have been raised 
but no answers have been given. An- 
swers will only come with extensive 
and impartial research on all methods 
now being used and with that in- 
formation an attempt to improve on 
survey techniques. 

Haron P. SEE 
Station Manager 


L. Boyp MULLINS 
Manager, Adv. and Merch. 
KRON-TV San Francisco 


Comment on Rating Article 
. in reference to the article in 
your September issue . . . “How big 
is the audience?” which deals with 
the differences between ARB, Pulse, 
and NSI ratings. . . . I am writing 
to suggest that the answer to the ques- 
tions raised by the author is to be 
found in his own charts. It is a matter 
of relatively simple arithmetic. A panel 
which is large enough to give accurate 
ratings for peak viewing hours can 
be completely inadequate for low view- 
ing hours. 
(Continued on page 33) 














31/, hours per week 


Muncie is Ist 
in the nation in 
S HOURS PER WEEK 
SPENT VIEWING TV 
They really go for TV in Mun- 
cie as proven in a recent na- 
tion-wide survey made in 34 


WLBC-TV is Ist 
choice in 
MUNCIE FOR 
TV VIEWING 
cities by the American Research 
Bureau. The average Muncie 
family spends 31% hours per 
week watching television .. . 
more hours per week than any 
other city! WLBC-TV leads in 
Muncie according to the No- 
vember A.R.B. Report, telecast- 
ing from 7 A.M. to 11:30 P.M. 


CBS - NBC - DUMONT-ABC NETWORKS 


WLBC-TV 





MUNCIE, INDIANA 
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Two Television 


Pioneers—both 
leaders in 


color 
telecasting— 


Team-Up for an 
Exciting Future 










The favorite television station in the Omaha 
market — KMTV — joined NBC on January 
Ist. This new affiliation now provides KMTV 
with greater opportunities to pioneer in color 
television and to present a more exciting pro- 
gram line-up then ever before. 


KMTV programming now includes all the out- 
standing NBC shows, the top ABC shows, and 
the locally-produced KMTV shows that have 
been area favorites for years. 


KMTYV is the only station in the Omaha area 
equipped to telecast both network and local 
shows in full color. Because of this KMTV 
pioneering, Omaha viewers and advertisers are 





among the most color TV-conscious in the 
country. 


In joining NBC, the nation’s leading color TV 
network, KMTV will be able to present a great- 
ly expanded national and local color schedule 
to meet this growing color TV enthusiasm. 

In color and black-and-white, popular KMTV 
shows reach more people for you in the Omaha 
market — because of KMTV’s 100,000 watts 
and low channel 3. 





So, talk to the television leader in Omaha. Con- 
tact KMTV or your Petry representative today. 





CHANNEL 3 


MAY BROADCASTING CO. Edward Petry & Co., Inc. 














rue war rr msorenee MM OWS front 





STEP TOWARD FREE TV. Most po- 
tent argument yet made available to 
those who seek to prove that tele- 
vision not disturb 
courtroom proceedings is the record 
of Kwtx-Tv Waco’s live coverage of 
the trial of Harry Washburn for the 
bomb murder of his mother-in-law. 

Not only was the KWTX-TV cover- 
age effective programming, but it was 


newsmen need 


conducted in such good taste and 
with such restraint that judge, jury 
and spectators were hardly aware that 
the camera was present. 





M. N. (BUDDY) BOSTICK 
Set free tv precedent 


The precedent is one of considerable 
importance to television. If those in 
charge had allowed their high stand- 
ards to relax in any important detail 
the result could have been damning 
for advocates of courtroom freedom 
for tv. 

For those not familiar with the facts, 
here is the way the story unfolded. 
Mrs. Helen Harris Weaver was killed 
by a bomb in her car in San Angelo 
a year ago. Washburn was charged 
with her murder. Since principals in 
the case were well known in Texas, 
interest was high. KWTX-TV vice presi- 
dent and general manager M. N. 
(Buddy) Bostick made the decision to 
ask trial judge D. W. Bartlett for per- 
mission to cover the trial live as a 
public service. Bill Stinson, local news 


editor of the station, made the request. 
Judge Barilett consulted both state and 
defense attorneys. They agreed to the 
telecast. 

The station cancelled its network 
shows and arranged to go on the air 
at 9 a.m. each day instead of 12 noon, 
normal opening time. A camera was 
mounted on the courtroom balcony, 
above and behind the jury, where it 
could not be seen from the jury box. 

Some smaller bulbs in courtroom 
lights were changed from 50 to 100 
watters. Microphones were placed be- 
tween the judge and the witness stand, 
near the prosecuting attorney and near 
A fourth was 
used by news director Stinson. 


the defense attorney. 


No members of the station staff 
appeared on the courtroom floor and 
all those necessary to the operation of 
equipment remained as_ inconspicu- 
ously placed as possible on the balcony. 

When the trial ended with the con- 
viction of the defendant, principals 
and viewers alike were impressed by 
the fact that no editorial comment had 
crept into the telecasts. The trial judge, 
defendant, attorneys and the viewing 
public agreed that the camera did not 
interfere with courtroom proceedings. 

Some of those familiar with court- 
room procedure agreed that better 
decorum was observed at the trial than 
is usual in such cases. There was no 
“hamming” on the part of lawyers or 
witnessess—a possibility that has been 
raised from time to time by foes of 
televised courtroom proceedings. View- 
ers commented that tv brought court 
procedure to them in such a way that 
they understood it better than ever 
before. 

“The reason that I have let this case 
be covered by television,” Judge Bart- 
lett said, “is that I think under the 
theory of free speech that this is just 
an advancement of what 
always covered in the past by reporters 
who come in and get their version, take 


we have 


some of the testimony down, put their 
interpretation in it and run it in the 
papers. And I believe, as a matter of 
fact, that the picture will depict more 


completely and more accurately what 
actually takes place than someone's 
interpretation regardless of how fair 
they are trying to be.” 

The KwWTx-TVv telecast is only another 
step in a long fight for equal rights for 
radio and television with those of the 
press. 

Another recent development came in 
New Orleans 
gional meeting of the American Bar 


where a nine-state re- 
Assn. heard a panel composed of Rob- 
ert D. Swezey, WDSU-TV executive vice 
president and general manager and 





BILL STINSON 


Directed live coverage 


chairman of the NARTB Freedom of 
Information Committee; George W. 
Healy Jr., editor of the Times-Picayune, 
and James D. Simon, associate justice 
of the Louisiana Supreme Court. 

Mr. Swezey, who is an attorney, told 
the group that press, radio and tv 
should always be admitted to the court- 
room unless there is sound reason to 
believe that their presence might pre- 
vent an orderly trial. He pointed out 
that it is now possible for films and 
camera equipment to be operated with- 
out disturbing the court and called 
attention to the fact that the panel dis- 
cussion was being filmed, unobtru- 
sively, by WDSU-TV cameramen. Mr. 
Healy said that courts belong to the 
people and that “public knowledge of 


(Continued on page 37) 
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INCREASED COVERAGE 


From Our New Tower (1685 feet above average terrain) 


2,272,000 Population 


Hono is wha cb adds up to... 12 Tox end Otahome 


27,000 Square Miles within 
100 uv/m 


CITY GRADE SERVICE IN DALLAS AND FORT WORTH 
BASIC CBS STATION 


The Times Herald Station 
| Owners and Operators of KRLD Radio, 50,000 Watts 
The Branham Company, Exclusive Representative. 


SGEEST bE a al on ae 


JOHN W. RUNYON CLYDE W. REMBERT 
Chairman of the Board President 









Letters (Continued from page 29) 


Let me illustrate. Take an area with 
1,000,000 sets, where each of the rat- 
ing services has a panel of 1,000 
homes. During a period of peak view- 
ing (say 70 per cent of sets in use) 
each of the services will find around 
700 seis in use among its panel. In 
the same area, during a period of low 
viewing (10 per cent of sets in use), 
each service will find around 100 sets 
in use among its panel. 

Now, a variation between the rating 
services, of one set in use at the 100 
level is seven times as great a diverg- 
ence, percentagewise, as a variation of 
one set in use at the 700 level, and 
this greater percentage divergence will 
be maintained when the samples are 
projected to a million. 

In order to achieve accuracy and 
agreement for the daytime, low view- 
ing hours, equal to that for the peak 
viewing hours, the rating services 
would have to increase their panels 
to bring the daytime sets in use figure 
up to around 700. This would require 
panels of around 7,000 homes. In 
other words it would take panels at 





Removes Sales 
Resistance... 


‘the cost of a 
Super Speed | 


}, Razor... 


least seven times as large as those now 
in use, to bring the three services into 
agreement as close for the daytime 
hours, as they now achieve for the 
peak viewing hours. 

. .. Undoubtedly, the rating services 
are aware of this arithmetic. 
Probably the best hope for an adver- 
tiser to whom accurate ratings for the 
low viewing periods are important, 
would be to average the three ratings, 
rather than attempt to select one, since 
the three rating average would reflect 
roughly three times as many sets in 
use as a single rating. 

Invinc W. LANDE 
Silton Brothers Inc. Adv. 
Boston, Mass. 


Success Reprints 

Please forward as soon as possible, 
to my attention, 25 additional copies 
of each of your reprints on the Bakery 
and Dairy Stories). Also 
please increase our previous reprint 
orders from 50 to 75. 


(Success 


Tom Dawson 
Sales Promotion 


WBBM-TV Chicago 


CTADIIN EAS, 
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IN CHATTANOOGA 


105,200 Watts 








Slick as a Whistle! 





als 
«iy “ 
158,994 SETS 260 TIME RATE 
(Primary A & B) 20 Second or 1 Minute 
RETMA Average Class A Rating 
Oct. 1, 55 TELEPULSE Dec. ‘54 


NBC - CBS - ABC 


CARTER M. PARHAM, President * HAROLD (Hap) ANDERSON, Manager 


Represented by THE BRANHAM COMPANY 





Michigan’‘s 


“BIG SELL” 


Station 


Wwwtv 


VHF Channel 13 


* BIG IN PROMOTION 


Active Promotion that Pays 
Dividends For BIG Sell Sponsors 


* BIG IN MERCHANDIS- 
ING 


Profitable Retail Tie-Ins Through 
Monthly “WWTV Merchandiser” 


* BIG IN TOWER 


Michigan’s Tallest—1,282 Feet 
Above Ground 


* BIG IN COVERAGE 


42 Counties—311,957 Sets 
(RETMA 5-27-55) 


* BIG IN PROGRAMMING 


Top Network and Syndicated 
Shows Plus Outstanding Local 
Live Programs 


* EVEN 
BIGGER in 
SALES of 
SPONSORS’ 
PRODUCTS 


WWTV 


Serving Michigan from Cadillac 
Sparton Broadcasting Co. 


CBS - ABC 


Represented Nationally by Weed 
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“3V" Color Film System as arranged for pickup of color opaques and live action commercials. 


Now! Live Color Commercials 


F 
N 
RCA Pioneered and Developed Compatible Color Television | 







































swith your RCA“3V”"! 


Simple lens system added to RCA “3V” 
Film Camera picks up live-action color 
commercials...and color opaques of all kinds 




















OW you can go to “live” color in the least expensive way imaginable. eo eam Se ae fee 
RCA engineers have worked out an extension lens system which =>: we 
can be used with any RCA “3V” Camera to pick up all kinds of product 


displays ... live... in action... in highest quality color. And the 
same system can be used for televising color opaques in the simplest 
possible manner. 


Products to be colorcast are set up on a small, fixed stage (as shown on 
opposite page). Any type of action which can be carried out in a 
limited area is practical. You can turn products around, upside down, 
etc... . show liquids foaming . . . real bottle pouring . . . use of tools 

. - appliances in operation . . . wind-up toys in action .. . all kinds 
of animation. 


Color opaques can be artwork, charts, maps, diagrams, magazine pages, 
comic strips. They can be mounted on an easel, on a flip-over stand (as 
shown at right), or held in the hand. You can use artwork or catalog 
illustrations and thus avoid making slides. Color rendition is nearly 
perfect; there are no density problems as with color slides. 


Both products and opaques are televised in the open... in fully lighted 
rooms. No need for light covers or strobe lights. Pictures have high 
resolution inherent in vidicon type camera. Picture quality and color is 
equal in every way to that attained with studio type color cameras. 


Development of a push-button operated 4-input multiplexer makes it 
possible to use an RCA “3V” camera for televising “live” color com- 
mercials, color opaques, color transparencies, color slides and color 
films. Such an arrangement provides maximum usefulness of equip- 
ment—gets you into color in the fastest and least expensive way. 


And remember, the RCA “3V” Film Camera System is the system which 
most broadcast engineers believe to be the best. 





For complete technical information on the new RCA “3V" 
Color Film System, call your RCA Broadcast Sales Represen- 
tative. In Canada: write RCA VICTOR Company Ltd., Montreal. 











RADIO CORPORATION of AMERICA 
BROADCAST EQUIPMENT, CAMDEN, N. J. 


Live color commercials with a minimum of props, showing hands, etc. 








1955 Sylvania Award 
takes its place 
on the crowded WBZ-TV mantel 


The major news awards keep pouring 
in at WBZ-TV. In 1954 it was the Radio- 
Television News Directors top TV award 
. .. early in 1955, the Headliners Medal 
for dramatic coverage of a spot news 
event. 

Now it’s the Sylvania Award for “local 
news and special events” for WBZ-TV 
to take its place on the WBZ-TV mantel 
with national awards in virtually all 
categories. 

Small wonder! WBZ-TV News is pro- 
vided by top-flight news editors, ace 
reporters and a network of 82 motion 
picture correspondents scattered 
throughout New England. And how 
New Englanders love their news... 
reported to them a dozen times each 
day on WBZ-TV. 

Put this interest and prestige behind 
your product . . . in the nation’s sixth 
largest market. Showcase your message 
with dynamic reporter Jack Chase and 
personable meteorologist Don Kent ap- 
pearing regularly throughout the morn- 
























































ing hours. 

Award yourself greater sales through 
WBZ-TV news. Call Herb Masse, WBZ- 
TV Sales Manager, ALgonquin 4-5670 
(Boston), or Eldon Campbell, WBC 
National Sales Manager, MUrray Hill 


7-0808. C06 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


RADIO TELEVISION 
BOSTON —W5BZ+WBZA BOSTON —W5BZ-TV 
PHILADELPHIA— KYW PHILADELPHIA—WPTZ 
PITTSBURGH — KDKA PITTSBURGH—KDKA-TV 
FORT WAYNE—WOWO SAN FRANCISCO— KPIX 


PORTLAND— KEX 


KPIX REPRESENTED BY THE KATZ AGENCY, INC 
- ALL OTHER WE&C STATIONS REPRESENTED BY FREE & PETERS. INC. 
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Newsfront (Con’t from page 31) 


what goes on at a trial, or free access 
to insure that knowledge, is a check 
of the accuracy of witnesses.” 

In still another development presi- 
dent Hal Fellows of the NARTB termed 
the ruling of a Colorado Supreme 
Court justice, E. V. Holland, who 
banned a photographic and recorded 
coverage of Colorado court trials, an 
“unfair and indefensable” action. The 
ban prevents television coverage of the 
trial of John Gilbert Graham, charged 
with killing 44 persons by placing a 
bomb aboard an airliner. 

In a statement about the action of 
Justice Holland, Mr. Fellows said: 
“This is truly a setback in our efforts 
to guarantee freedom of information. 
Television and radio have demonstrated 
time after time in the courts of Okla- 
homa that they can cover a trial in a 
most unobtrusive manner without the 
slightest degradation to the dignity and 
decorum of the proceedings.” 

A few weeks ago WTMJ-Tv Milwau- 
kee demonstrated its ability to take 
news film in a Milwaukee municipal 
court case involving the arraignment 
of two persons charged with the holdup 
slaying of a tavern keeper. Judge 
Herbert Steffes, who presided, said he 
did not believe the camera had dis- 
turbed the court or the proceedings. 


LOOKING AHEAD. As official FCC 
figures confirmed that tv-radio revenue 
topped $1 billion during 1954*, indus- 
try leaders were looking ahead to 1956 
and getting ready for a big, new year. 


At NBC, for example, Brig. Gen. 
David Sarnoff relinquished his board 
chairmanship to Sylvester L. (Pat) 
Weaver Jr., remaining, of course, 
chairman of parent-corporation RCA. 
Weaver was succeeded, in turn, as 
NBC president by Robert Sarnoff. 

To refute any suggestion that the 
new chairman was being promoted out 
of the NBC picture, Gen. Sarnoff re- 
vealed that the network has signed 
Weaver to a 15-year contract, probably 
the longest ever given a broadcasting 
executive. 

Noting that the promotion of his 





* Tv, alone, was credited with about 60 per 
cent of the take. The combined total spent 
on all ty-radio, including talent and produc- 
tion, was said to be about $1.4 billion in 1954. 





FRANK M. FOLSOM 
. in 1956... color television 


son and Weaver came two years after 
their earlier election to executive vice 
president and president, respectively, 
Gen. Sarnoff said, “The brilliant record 
of achievement of NBC during these 
past two years, under the direction of 
Pat and Bob, is well known throughout 
this country and abroad. My associates 
and I are proud of the record made 
by these young men.” 


RCA PRESIDENT SEES COLOR 
BREAKTHROUGH. Frank M. Fol- 


som, RCA president, meanwhile pre- 
dicted that “in 1956, we will see the 
real breakdown of color television.” 
He added that RCA will make available 
to other tv stations “all the lessons we 
learn in this Chicago operation,” re- 
ferring, of course, to the all-color 
WNBQ. 

And within ten years, Mr. Folsom 
said, the electronics industry will grow 
by some 66 per cent to reach an annual 
volume “well over” $17 billion. The 
industry has nearly doubled since 1950, 
he explained, while gross national 
product has increased only by 35 per 
cent in the same period. 

More than 80 per cent of the RCA 
volume ten years from now, he con- 
tinued, may well be realized from 
products which are not now on the 
market. He based his projection partly 
on the fact that a comparable per- 
centage of today’s business derives 
from items that “did not even exist 
commercially ten years ago.” 


BONFIG OPTiMisTic. Henry C. 
Bonfig, president of CBS-Columbia, the 


tv and radio manufacturing arm of 
CBS, Inc., was similarly optimistic 
about future business: “All signs point 
to good 1956 economic health for the 
nation.” 

The industry should be able to make 
—and sell—7 million b&w tv sets this 
year, Bonfig estimated. The radio-set 
industry, he said, can sell upwards of 
14 million receivers, including auto 
radios. 

The tv market, too, is still of major 
scope. One-third of the nation’s house- 
holds still do not have sets, even though 
1955 sales reached record heights 
and the medium, record acceptance. 
Further, replacement sales now loom as 
an important factor. 

“In January, 1955, one of every five 
sets was sold as a replacement,” Bonfig 
noted. “By the year’s end, the ratio 
was close to one to three. At the start 
of 1955, only 4 per cent of the sets in 
use were second sets; by the end of the 
year, according to RETMA figures, 
that ratio jumped to nearly 10 per 
cent.” 

“With 28.8 per cent of the nation’s 
tv sets three years old or older and 
close to 1] per cent having screens 
under 17 inches, a wonderful re-sell 
opportunity exists for alert dealers,” 
the CBS-Columbia president explained. 

As for color, Mr. Bonfig felt that 
“the industry still must face realistically 
several problems before it (color) can 
‘get off the ground’.” These problems 
include overall production techniques, 
high sales costs, the need for increased 
dealer education on color selling and 


(Continued on page 39) 
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. good 1956 economic health ... 
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Here's a champion performance to warm any advertiser's 
blood against Winter's onset. The team includes 

the Ashland Oil & Refining Company. 69,550 football 
contest entries, and a remarkably persuasive medium 
called WSAZ-TV. To kick off, let’s ask: “What does any 
advertiser want most when he advertises?” 


achioMn.s: 


You bet! So listen to this! Ashland Oil 

picked WSAZ-TV (and only WSAZ-TY) last Fall 
to promote a contest during the Cleveland 
Browns televised pro games. Prizes: 

32 trips by air to see the Browns tangle 

with the Pittsburgh Steelers in 

Cleveland on November 20. 


For entry blanks, viewers were asked 
to visit an Ashland Oil outlet. No € 
strings attached. Fast as you can say 


“buck-lateral,” Ashland dealers in » { ? - . 


four states were hustling like 
happy halfbacks to supply blanks. 


After seven weeks, when the final 

whistle blew, 69,550 entries had been 

received — almost enough to pack 

Cleveland’s Municipal Stadium! From them, 

32 winners were drawn before WSAZ-TV 
cameras at half-time intermissions of the Browns’ 
games. While thousands-&-thousands watched ! 


Another example of how WSAZ-TV gets action 
in this five-state industrial market with four 
billion buying power, nearly half-a million 

TV homes! What’s more, WSAZ-TV is the one 
medium covering the whole area. Ask your Katz 


man to get you into 

Huntington- 
Charleston, 

West Virginia 
CHANNEL $ 
Mazimtiim Power 

NBC BASIC NETWORK 
affiliated with ABC 


the game, too. 


oe a ea a ee 
also affiliated with Radto Stations WSAZ, 
Huntington & WGKV, Charleston 
Laurence H. Rogers, Vice President ana 
General Manager, WSAZ., Inc. 
represented nationally by The Katz Agency 
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Newsfron t (Cont'd from page 37) 


and 
means to increase consumer excitement. 


promotion, service education 
“One more important point must be 
brought up,” Mr. Bonfig warned. “That 
is, if color is to get started as a mass 
medium, it must be stimulated by an 
all-industry, all-out effort—and not the 
If the 
industry makes a concerted drive in all 
phases of production, sales, merchan- 
dising and promotion, color tv can 
really get started in 1956!” 
“Prospects for radio 
brightest in years,” he 


work of but a small group. 


loom their 


noted, with 
transistors as the “first really new sales 
stimulant” in radio since the Thirties. 

But for industry as a whole, Mr. 
Bonfig said, “We will see research and 
engineering, particularly, occupy a 
more important position on the pro- 
ducing-selling team than ever before. 
Looking at American industry over the 
last 100 years, we see that first the 
trend was toward invention. Then, due 
to the incidence of two world wars, 
production held sway. In the ten years 
that followed the second world war, 
sales were the dominant factor. 

“Now the emphasis is shifting to 
engineering. As competition gets keener, 
it will be solid quality and technical 
innovation — without resorting to the 
bizarre —that will stimulate today’s 
market needs.” 


“Another important industry trend 
that will begin to come about in 1956,” 
he noted, “will be reaffirmation of in- 
dependence by the specialized distribu- 
tor—the independent distributor—in 





GEORGE C. MCCONNAUGHEY 
. « _ advertising contributed .. . 


his choice of allied lines. . .. We believe 
that 1956 will see the ending of tradi- 
tional ties in favor of progressive, 
aggressive individual-line thinking, a 
return to the concepts of complete 
independence that characterizes our 
American system. . . .” 


FCC CHAIRMAN’S COMMENT. 
George C. McConnaughey, chairman 
of the FCC, noted that “Advertising 
has contributed mightily toward creat- 
ing and maintaining the American 
standard of living.” Citing American 
leadership in the areas of production 
and distribution, he placed “consider- 
able emphasis on the significance of 
competition and advertising, its twin.” 

And broadcasting, which Comr. Mc- 
Connaughey identified as “no different 
from other mass media,” has its main- 
springs in competitive drives, he said. 
He predicted that 10 per cent of this 
year’s total advertising expenditures 
will be spent on tv, something like $1 
billion. “I suspect also that the com- 
parative figures will show that tv is 
nudging ahead of magazines for leader- 
ship in the national advertising field.” 

Looking ahead to color, Comr. Me- 
Connaughey believes multichrome will 
add “still another billion advertising 
dollars” to tv within the decade and 
raise video’s share to 20 per cent of 
the annual advertising gross. 

As for the uhf-vhf problem, the FCC 
“ we and the 
industry are engaged in a fundamental 
reappraisal.” He itemized: “We need 


chairman noted, 


more stations in the larger communi- 
ties to insure adequate program choices 
to the great majority of the public.” 
Solution also requires that broad cross- 
sections of medium and smaller com- 
munities have their own outlets. “I, 
for one, am not willing to shut the 
door on the possibility that every com- 
munity that now has a local newspaper 
or a local radio station may one day 
have a television station.” 

“In short,” Comr. McConnaughey 
concluded, “an industry as dynamic as 
television cannot, should not and will 


not fail to grow to its full stature.” 


RETMA SEES COLOR RECORDS. 
James D. Secrest, executive vice presi- 
dent of the Radio-Electronics-Television 
Manufacturers Assn., reported that, 
although most prognosticators do not 
expect new 1956 production records in 


anything but color tv, “Business con- 
fidence is definitely more bullish now 
than at the beginning of 1955.” 

He cited the belief of many industry 
leaders that color set sales may total 
250,000 by the end of this year. 

But the fact that other sales records 
are not expected does not indicate 
pessimism, since factory volumes of 
electronics products hit a new peak of 
some $5.5 billion last year, about 10 
per cent higher than the 1954 level. 
Tv production and sales, he noted, 
were at their highest point ever at the 
end of 1955; radio production rose 
nearly 4 million to the 14-million mark, 
and military electronic volume rose to 
$2.4 billion in spite of a general cut- 
back in defense spending. 

Mr. Secrest predicted that tv set 
will total million in 
1956 (about 400,000 under last year’s 
highwater mark). with consumer spend- 
ing clocking off $1.9 billion because of 
the advance of color. He expects radio 


sales some 7.3 


set sales to remain much at their cur- 
rent level, with military production of 
electronic equipment possibly rising 
slightly from computer sales. The larg- 
est growth in industrial electronics, he 
feels, will derive from new products 
delivered by advances in automation. 


G.E HEAD CONFIDENT. Dr. W.R.G. 


Baker, vice president of General Elec- 
tric and general manager of the G-E 
electronics division, noted, “We have 
every confidence the electronics indus- 
try will more than equal 1955’s record 
activity.” 


(Continued on page 54) 
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83 NEWSPAPERS CARRY 





WBTV PROGRAM LOGS 


Charles H. Crutchfield, Executive Vice 
President and General Manager of the 
Jefferson Standard Broadcasting Company, 

released pA a 5 mew list of newspapers 


Highlights. ‘The pe Logs and News 
Hi ts. The eighty-three newspapers 
ude: 


NORTH CAROLINA Mocksville Enterprise 


Mocksville, N. C 


bemarie. Monroe Journal 
-. ah Monroe, N. C. 
Wadesboro, N. C. Montgomery Herald 
ille Citizen Troy, N. C. 

Asheville, N. C. Morganton News-Herald 
Asheville News Mergantea, N. C. 
Asheville, N. C. Mount Holly News 
Asheville Mt. Holly, N. C. 
Asheville, N. C. Newton Observer & 
Belmont Banner News Enterprise 
Belmont, N. C Newton, N. C. 
Chain Mae Raleigh News & Observer 
Charlotte, N. C. man ee S Sa 
Charote Qteerver Ralceh Tre 
Charlotte Post The Robesonian 
Charlotte, N. C Lumberton, N. C. 

anal . Rockingham a Dispatch 
pat en “ 7 Rockingham, N. C. 


Rutherford Coty News 
Rutherfordton, N. C. 


Salisbury Evening Post 
Salisbury, N. C. 


Durham, N. C 
Durt ot oe Sanford Herald 
nford, 
Durham, N. C 
" A Shelby Dail Star 

Elkin Te Shelby, N. 

: iV! 
Fayetteville Ot _ — Daily Record 


Twin City Sentinel 
Winston-Salem, N. C. 


Winston-Salem ae 
Winston-Salem, N 


SOUTH CAROLINA 





Greensboro News Anderson Daily Mail 
Greensboro, N. C. Anderson, S. C. 
Greensboro Record And I d 
Greensboro, N. C Anderson, S. aeP 
Hamlet News- Messenger Andrews Star 

H , N.C. Andrews, S. C. 

Hi ville Times-News Camden Citizen 
Hendersonville, N. Camden, S. C. 

Hickory Daily Record Charleston Evening Post 
Hickory, N. Charleston, S. C. 

High Point Enterprise Charleston wows & Courier 
High t, N.C Charleston, S. C 

Iredell Mi News Cheraw Chronicle 
Statesville, . Cheraw, S. C. 
Kannapolis Independent Chester 

Kannapolis, N. C. Chester, S. C. 

Lenior News-Topic Chesterfield Advertiser 
Lenior, N. C. Chesterfield, S. C. 
Lexington Dispa Clover Herald 
Lexington, N. C. Clover, S. C. 

Lincoln Columbia Post 
Lincolnton, N. C Columbia, S. C. 
Lumberton Post Columbia Record 
Lumberton, N. C. Columbia, S. C. 
Piocidenbues Columbia State 
Charlotte, N. C. Columbia, S. C. 








Pictured above is the $1% Million Jefferson Standard 
Cc 





y building. Operating from these 
Mnigeine facilities, WBTV serves more than 500,000 tele- 
vision families in its 100 UV/M area! 


Florence Morning News GEORGIA 

Florence, S. C. 

Fort Mill Times Augusta Herald 

Fort Mill, S. C. Augusta, Georgia 

Gaffney Led 

prance he TENNESSEE 

Greenville News 

zreenville, S. C. Bristol Virginia-Tennessean 
Greenville Observer Bristol, Tennessee 
Greenville, S. C. Elizabethton Star 


Altamont, Tennessee 
Kingsport Times-News 
Kingsport, Tennessee 
Morristown Sun 
Morristown, Tennessee 
Mountain City Tomahawk 
Mountain City, Tennessee 


Greenwood Index-Journal 
Greenwood, S. C. 
Lancaster News 
Lancaster, S. C. 
Newberry Journal 
Newberry, S. C. 
Pageland Journal 
Pageland 

Srertenivns Herald 
Spartanburg, 
Spartanburg Seanad 
Spartanburg, S. C. 
Suburban News Roanoke Times 
Columbia, S. C. Roanoke, Virginia 
Union Daily Times Scott County News 
Union, S. C. Gate City, Virginia 


VIRGINIA 


Bristol Herald-Courier 
Bristol, Virginia 





MOST UNIQUE AND EFFECTIVE 
PROMOTIONAL OPERATION IN 
THE BUSINESS... 


Advertisers launching campaigns over Station 
WBTV reap the promotional benefit of 
eighty-three Carolina newspapers which 
carry WBTV Program -Logs. Twenty-nine 
of these newspapers regularly feature pro- 
gram news and photos in special television 
highlight columns. 


This healthy viewer interest in television 
program news has been skillfully cultivated 
since 1949 by a full-manned WBTV promo- 
tion operation. Televiewers in this $2 billion 
retail sales market have requested logs and 
program highlights— newspaper editors have 
complied. 


Judged to be one of the most unique and 
effective promotion operations .in the busi- 
ness, the eight-man department provides 
full advertiser service in on-the-air promo- 
tion, publicity, research, merchandising, 
and newspaper-audience promotion. 


Combine this great area station “impact” 
advertising with such potent promotion and 
watch sales ‘‘zoom”’ in this robust Carolina 
television market! 





SUCH POTENT 





PROMOTION 


Graphically shown at left are the eighty- 
three newspapers located in WBTV’s 100 
UV/M area. Proof positive that WBTV 
advertisers reach a bonus television-con- 
scious audience that never shows up in set 
counts and market data. 


Call: WBTYV or CBS Television Spot Sales. 
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—_ Television 
—__hoosts 


he television business will continue-en to New 
highs in 1956. 
Supported by booming production—and-new 


wage and price peaks, advertising budgets are~ 


being raised substantially in nearly-every—freld 
and much of this new money will go into television. 

TV AGE estimates that total television time sales 
alone in 1956 will amount to $925 million. This 
compares with the magazine’s estimate of $705 
million in 1955 and the FCC official figure of 
$538 million for 1954*. 

As the new year begins, reputable economists 
are in surprising agreement as to the general 
trend of the months ahead. A year ago most econ- 


the business 
spiral... 


In 1956 leading corporations assign meditm even greater billings 


omists and informed businessmen felt that 1955 
would—show very little gain over 1954 in gross 
national product. Actually, this all-important 
intex-rese_more than 7 per cent, according to 
preliminary estimates. 

This year competent observers agree that the 
gross national product will hit further new highs 
with the first six months continuing to forge ahead 
and the last six slackening slightly in what might 
he termed a levelling-off process. 

Consumer spending is also expected to hit new 
heights, as are both wages and prices. While con- 
struction may take a slight dip, U.S. business is 
planning to spend $33.4 billion for new plant and 
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Based on FCC figures with exception of 1955 and 1955, which are TELEVISION AGE estimates, 


equipment in 1956, an increase of 13 
per cent over 1955. 

The important part that advertising 
is expected to play in continued pros- 
perity is generally recognized. For in- 
stance, Thomas D’Arcy Brophy, chair- 
man of Kenyon & Eckhardt, recently 
said that mass consumption makes mass 
production possible and advertising is 
largely responsible for bringing about 
mass consumption. He also pointed out 
that mass production means more jobs. 

Advertising appropriations generally 
are expected to be increased more than 
10 per cent in 1956. Foote, Cone & 
Belding, after a survey of its clients, 
reports that the increase among them 
will amount to about 15 per cent. Grey 
Advertising, after a similar survey, an- 
nounced client plans for increases of 
more than 16 per cent. Other surveys 
of larger groups of advertisers seem to 
agree that the increase will amount to 
more than 10 per cent. 


Billings Soared 


In 1955 television billings soared. 
TV AGE Business Barometer network 
billings estimates for time sales alone 
are $313.5 million. National spot bill- 
ings for the year are estimated at 
$236.7 million and local, $154.9 mil- 
lion. 

The Television Bureau of Advertis- 
ing estimates that gross revenues from 
television, including both time and tal- 
ent, will amount to $823.5 million in 
1955. National Spot, the bureau be- 
lieves, will total $274 million, again 
including time and talent, while local 
will come to $226 million. 

The trend of television business for 
the coming six months can be predicted 
with some accuracy by checking the 
month-to-month records of 1954 and 
1955 as revealed by the Business 
Barometer (see chart). 

Network television showed small 
gains in January both years, a gain 
in February in 1954 but a drop last 
year, a sizable gain in March both 
years and a slight comparative drop 
in April, a gain again in May and a 
drop in June as the summer decline in 
network advertising began. 

National spot followed a comparable 
trend. Business was off in January, up 


* The TV AGE estimate of the 1954 time 
sales, published last July, was $531 million, 
just 1.3 per cent less than the official FCC 
figure which was released Dec, 1 








in February and again in March, held 
its own in April, showed a good gain 
in May and then took a drop as sum- 
mer began in June. 

Local business was off sharply in 
January both years, up slightly in Feb- 
ruary, showed a good gain in March 
and another in both April and May, 
then took the summer slump in June. 

While changes in the situation may, 
of course, alter the television picture, 
TV AGE predicts 1956 revenue from net- 
work time sales will total $408.1 mil- 
lion, national spot $317.1 million and 
$199.8 million. The total, as 
pointed out earlier, would reach $925 
million for the year. 


local 


As these Business Barometer trends 
indicate, January is not a big month 
for new television billings, but major 
advertisers and their agencies are be- 
ginning to make plans now for later in 
the year. 

A spokesman for Fuller & Smith & 
Ross told Tv AGE: 
there will be about a 40-per-cent in- 
crease throughout the agency in na- 
tional spot in 1956.” 


“It looks as though 


More and More in Spot 


“We expect more and more dealers 
to go into spot in 1956,” said K. C. 
Zonsius, director of advertising for 
Goodyear Tire & Rubber Co. 

“We contemplate continued heavy 
use of saturation technique — heavy 
frequency campaigns for short peri- 
ods,” said John E. Phillips, advertising 
manager of the B. T. Babbitt Co. 

“We will increase frequencies in our 
present markets and will add new mar- 
kets,” said Lee Mack Marshall, adver- 
tising manager for the Continental Bak- 
ing Co. 

Major advertisers are showing more 
and more interest in national spot, a 
situation which is proving itself in in- 
creasing billings strength from month 
to month. As an example, John R. 
Sheehan, vice president and director 
of television and radio for Cunning- 
ham & Walsh, sees the national spot 
situation as “very healthy,” 
pared to the network situation “where 
all good time is sold out far in ad- 
vance.” 


as com- 


“There is bound to be more spot in 
1956,” Mr. Sheehan believes. “I can’t 
see anything that will stop it. Syndi- 
cated film should certainly do well. 


The properties of the film companies 
are getting better and better. 
are the companies themselves. They 


And so 


are getting bigger and more prosper- 
ous and this reflects on their service 
and merchandising. The fact that films 
can give an advertiser quality pro- 
gramming in keeping with the networks 
and the control of the time and market 
remains with the advertiser certainly 
makes it an attractive kind of adver- 
tising.” 

Speaking of Cunningham and Walsh 
clients, Mr. Sheehan expressed op- 
timism for the entire tv picture. “I 
see every indication that all those 
using tv now will continue to do so,” 
he said. “And we’re hoping that some 
of our clients not in will go in next 
year. We’re certainly pitching tv at 
them.” 

Automobile manufacturers and deal- 
ers are expected to use television heav- 


ily in 1956. With soaring production, 
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from Business ere 


advertising has been boosted at a sim- 
ilarly rapid rate, and motor companies 
have found television particularly ef- 
fective. Parent companies are relying 
heavily on network programs, but spot 
spending too is expected to continue 
at a substantial pace. 

Most of this spot advertising is 
placed on a cooperative basis through 
dealers and in most areas is a con- 
tinuing thing. The amount of spot 
depends on sales since a percentage of 
each sale goes into advertising. 


Dan Gordon, vice president and 
media director of Ruthrauff & Ryan, 
which handles the Packard Motor ac- 
count, says in all probability 
Packard will use spot along about 
April — during the so-called hard-sell- 
ing months.” 

Other motor companies may be ex- 
pected to follow the same pattern with 
heavy advertising preceding the spring 
and summer selling season. 


Important in Planning 


Television occupies an 


place in the thinking behind 1956 ad- 


important 


vertising budgets in almost every field. 


Inquiries made to advertising and 
agency men representing a cross-section 
of important advertisers brought out a 
variety of comments, their tone de- 
pending in some measure on just how 
far along the plans for 1956 were de- 
veloped. These comments and indicated 
plans are listed by advertiser name in 
alphabetical order: 

American Chicle Co.'s advertising 
manager R. L. Harris reports: “Our 
spot campaign will be about the same 
as last year.” The company had seven 
schedules on more than 90 stations in 
While the 
company does not expect to renew its 
contract with ABC-TV for participa- 


tions on Film Festival, sources close to 


the first quarter of 1955. 


management expect there will be a new 
network participation agreement within 
a short time. American Chicle now has 
a spot schedule in some 50 markets 
(see Dec. Spot Report). Agencies for 
American Chicle are Dancer-Fitzger- 
ald-Sample, New York, and Ted Bates, 
New York. 

American Seed Co., 
Sant, Dugdale & Co., 
planning to expand its tv spot on the 


through Van- 
Baltimore, is 


basis of the success it has had in its 
tests in the Baltimore market. 


Nesbitt for AT&T 


American Telephone & Telegraph 
Co. has contracted with John Nesbitt, 
widely known movie short-subject pro- 
ducer, to narrate and produce a half- 
hour dramatic program. While net- 
work and time have not been decided, 
it is expected that they will be an- 
nounced before Feb. 1. Will Whitmore, 
advertising manager for television and 
radio, points out that while AT&T 

(Continued on page 66) 
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How the twilight of a small firm, 
the Helios Electric Company, 
became the $350-million light 
of a new day, the Philco Corp. 





Wm. Balderston James H. Carmine John M. Otter 


A Philadelphia story 








valuable as “a going concern.” So 





: n Philadelphia more than 50 years 
ago, five men, facing a mutual and 
gravely serious problem, talked almost 
until the street lamps were turned on. 
Their little business, manufacturing the 
very carbon-arc lights outside their win- 
dows, was foundering after a 12-year 
struggle. They faced receivership. 

The men decided, however, their 
$10,000-organization, then called the 
Helios Electric Co., would be more 


they stuck it out. Shortly thereafter, 
in 1906, they renamed the business 
the Philadelphia Storage Battery Co. 
and, with 18 employes, started to make 
batteries for the new fangled electric 
automobile — and mine locomotives. 

That company, known today as the 
Philco Corp., has not only been “a 
going concern” ever since, it has also 
become an important industrial in- 
fluence on America: 

e In 1954, Philco realized sales 
of nearly $350 million, which yielded 
net earnings of some $6.8 million after 
taxes. 

e From its first factory, two sheet- 
iron buildings, it has expanded to 27 
plants with total floor area of 5.4 mil- 
lion square feet. While headquarters 
operations continue in Philadelphia, 
facilities now spread from Bedford, 
Ind., to Sao Paulo, Brazil; from Mount 
Clemens, Mich., to London, England. 

e Further, Philco continues to ex- 
pand. Last year it spent some $5.4 
million on new plant and equipment. 








Its tv assembly facilities are said to 
offer the largest production potential 
in the world. 

e The working force has grown with 
the plant, the original five 
partners and 18 employes to the cur- 
rent total of 23,000. 

e From a privately-owned company, 
it expanded in 1940 to a publicly 
owned corporation with some 3,771,850 
shares of common stock (book value, 
$22.47) outstanding at the end of 
1954. The corporation paid $1.60 per 
share. 


from 


Largest Radio Set Maker 


e The first manufacturer to offer 
a complete line of appliances, Philco 
has consistently ranked as the largest 
maker of radio sets since 1930, averag- 
ing between 15 and 20 per cent of the 
total output. 

e In television-set manufacture, 
Philco delivers about 11 per cent of 
the industry volume and ranks no. 2. 
(RCA, with a reported 15 per cent, is 
no. 1; Admiral, with over 8 per cent, 
is said to be third; Motorola, estimated 
at under 8 per cent, is considered 
fourth, while Zenith, General Electric, 
Emerson and Westinghouse are run- 
ners-up. ) 

e Philco also has a solid hold on 
the white goods market. Among the 
first to sell room air conditioners, 
it has led that industry’s volume for 
18 consecutive years. (It once sold 


more than all other manufacturers put 


together and still sells more than any 
of its 100-some competitors, about half 
the market.) 

e Although Philco entered refriger- 
ator production only in 1939, its units 
are outsold only by General Electric’s 
and General Motors’, both veterans in 
the field. 

e It has entered the electric range 
and home laundry markets even more 
recently, but has already shown con- 
stant—and substantial—sales progress. 

e In addition, Philco worked exten- 
sively on government contracts during 
the second world war, still handles 
many important projects in guided 
missiles, identification equipment and 
airborne radar. 
mate that government contracts com- 
prise some 20 per cent of the corpora- 
tion’s total volume this year. 


Outside sources esti- 


Clearly, Philco occupies an advanced 
position in the great and booming elec- 
tronics industry. As a result, it comes 
as no surprise that, since its first such 
research project was started in 1928, 
Philco has been in on just about every 
level of television: 

Besides its notable role in turning 
out tv sets, Philco has also been a 
broadcaster, as owner of wptz Phila- 
delphia, sold in 1953 to Westinghouse 
for about $8.5 million. 

(In non-televised communications, 
Philco is said to be the largest supplier 
of microwave relays to the government 
and, although some dispute the claim, 
to industry. Nevertheless, Philco did 








open the first micrewave link between 
Philadelphia and New York — AT&T 
was using a cable connection — and 
its equipment is being used for remote 
control of imposing works like the 
West Virginia Turnpike and the Platte 
(River) Pipe Line.) 


Sells Tv Sets on Tv 


A great believer in selling tv sets 
on tv, itself, Philco was the seven-year 
sponsor of its award-reaping Philco 
Playhouse, dropped just last October. 
It also backs occasional special events, 
like the 90-minute coverage of the Miss 
America contest for the past two years. 
(The merchandising-wise corporation 
calls its best-selling tv model Miss 
America.) 

Currently without a network pro- 
gram and using spot only occasionally, 
Philco is the subject of widespread, tv 
sales speculation, a matter the corpora- 
tion noncommittally describes as “not 
unjustified.” 

Meanwhile, the tv industry, mindful 
that 1956 is an election year, has 
talked up a Philco repeat of its 1952 
national political coverage, carried by 
NBC. Competitor Westinghouse has 
already signed again for its similar 
CBS package. 

Philco executives answer only that 
their corporation will no doubt return 
to tv—when it finds the right program 
with the right audience. (In the mean- 
time, it has stepped up magazine 

(Continued on page 73) 
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Homebuilding 
and real estate 


Television cuts sidewalk pounding 


to a minimum and boosts sales 








a series of product group success stories / 





or impact, “Ill take television.” 
That’s the way I. H. “Bud” 
Hammerman, head of Maryland’s S. L. 
Hammerman Organization, sums up 
his experience with advertising media. 

Nor is Mr. Hammerman alone in 
his opinion. 

. the client received 330 phone 
calls and approximately 800 pieces of 
mail from one spot,” says George Pat- 
ton of George Patton Advertising, 
Hollywood, describing results from a 
KTTv Los Angeles commercial. 

“There is no other medium of adver- 
lising that can compare with television 
from a dollar-investment standpoint,” 
Dan K. Sandifer, Lubbock, Texas, real 
estate man, says about his program 
on KbUB-TV Lubbock. 

“Since we joined wtvJ in January 
of this year we have approximately 
doubled our gross sales,” Peter Blue- 
sten of Peter Bluesten and Co., Miami, 
comments. 

“I believe in television because | 
know it pays off,” remarks Dan Hop- 


kins of Hopkins Bros. Construction 
Co., owners and builders of a new 
Atlanta subdivision. His firm uses 
WLw-a Atlanta. 

“We feel that our television and 
radio programs are doing a wonderful 
job,” writes Harry L. Martineau, head 
of M&M Realty Co., Cincinnati, in a 
letter to Mort Watters, general man- 
ager of WCPO-TV. 

Such testimonials could be continued 
indefinitely, since television with its 
ability to take viewers on a tour of 
the house for sale is proving the perfect 
medium to interest a home-hungry 
public in real estate. 

America is experiencing a mighty 














boom in construction coincident with 
its continued prosperity. In September 
new construction increased to an all- 
time monthly high of $4 billion to 
round out the most active quarter on 
record. New work put in place during 
the month brought the third quarter 
total to $11.9 hillion, 9 per cent more 
than in the same months in 1954, 
according to the U. S. Department of 
Labor. 

Nor is the appetite for homes in 
danger of being exhausted. 

During the five years ending in 1955 
the growing population needed 7,200,- 
000 new homes, U. S. News and World 
Report estimates. This demand was 
supplied by 5,943,000 new houses and 
apartments built during the five years 
1,257,000 
made available by splitting up older 
houses and other makeshifts of build- 
ings already built. 


and another apartments 


During the next five years, ending 
in 1960, it is estimated that 4,584,000 
additional homes will be needed; an- 


other million homes will be torn down 
or otherwise withdrawn from use, mak- 
ing the demand for the period 5,584,- 
000 homes. Since the number of new 
available further 
splitting up of old buildings into apart- 
ments is limited to an estimated half 
million, at least 5,084,000 of these 
units will have to be built. 

The home demand, then, for the 
next five years may be expected to be 


apartments from 


very near that for the past five. So 
sales of new houses may be expected 
to continue to prosper at about present 
levels 

While these figures prove to the 
reasonable man that the home building 


business is going to be good, they do 
not take into consideration the millions 
of additional real estate transactions 
which occur every year. When a new 
home is built and occupied, almost 
inevitably there is an old home which 
must be sold by an enterprising real 
estate man. And quite possibly this 
sale may involve still a third real estate 
deal as the purchaser of the second 
house must sell the house which he 
already owned. This cycle can go on 
indefinitely and sometimes nearly does. 

Since the real estate 
limited only by the number of family 
units and since there were 47,800,000 
occupied dwelling units in the United 
States at midyear in 1955, the number 


business is 


of prospects is, indeed, vast. 

But the problem of getting the family 
that wants a new home and the kind 
of a home they are likely to buy to- 
gether is not always an easy one to 
solve. Many road blocks can interfere, 
and one of the most serious is the lack 
of time which the average prospect 


has in which to shop for a home. Not 
only does he lack time but he also, in 
many cases, lacks energy. He doesn’t 
want to go house hunting. The pros- 
pect of visiting countless houses in 
which he may or may not be interested 
during his few precious hours of time 
off from his job fills him with horror. 
Television answers both of these 
problems. It introduces the prospect 
to the homes from which he may 
choose without requiring any effort 
from him. It takes him on a tour of 
these homes, explains their good points 
and shows their neighborhoods without 
asking him to move from his chair. 
(Continued on page 77) 
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A look 
atthe daytime 
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ore than half the housewives in 
the New York area watch’ fele- 
vision during the day and, impressively, 
nearly 60 per cent of those who do, 
watch it five days a week. 

Those emphatic across-the-board sta- 





tistics were uncovered during a No- 
vember survey of the New York market 
by The Pulse, Inc., completing a special 
study on behalf of TELEVISION AGE. 


Tv has Important Place 


The deep tv entrenchment upon the 
housewife’s working day is shown by 
the fact that 52.2 per cent take time 
out from their chores and pastimes 
to look at tv “during the daytime be- 
fore 6 p.m.” any midweek day (see 
question 1). That means 522 women 
of the 1,000 interviewed are in the 
daytime audience. 

Significantly, those who watch tv 
seem to do so regularly, for 58.6 per 
cent see daytime shows as often as five 
days a week (see question 2). Another 
15.2 per cent are in the daytime audi- 
ence three days a week, the next larg- 
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QUESTION 1: “Have you 
watched any tv programs dur- 
ing the daytime before 6 p.m. 
any day this week?” 





Yes 522 52.2% 
No 478 478 
Total housewives 

interviewed 1000 100 











est area in terms of frequency. That 
means nearly 75 per cent of the wom- 
en’s audience is looking and listening 
to television three of the five weekdays. 

The conclusion that the audience is 
consistent is amplified further by the 
third question, intended to discover 
what time of the day women prefer 
television. The totals seem to indicate 
that if a woman is going to look at 
tv, she'll do it anytime during the day: 
Nearly half the audience answered they 
watch their sets both in the morning 


audience 


s zs, 


and afternoon (see question 3). 

But, of the 522 women viewers, those 
who turn their sets on only during the 
morning or only during the afternoon 
showed an overwhelming preference 
for the afternoon. About 40 per cent 
of the total replied they watch during 
the afternoon only, while, in contrast, 
merely 12.8 answered, “Morning, only.” 

While that data is obviously not out 
of keeping with the average housewife’s 
practice of getting her housework done 





QUESTION 2: “How many days 
did you watch television pro- 
grams during the daytime?” 


1 34 6.5% 
2 67 12.9 

3 79 15.2 

4 36 6.9 

5 306 58.6 
Total housewives 

who viewed 522 100 

















during the morning, it is interesting 
in light of a subsequent discovery: 
Two of three favorite daytime pro- 
grams are morning shows. Perhaps 
the 59.9 per cent — those who may be 
watching tv during the morning — 
catch their favorites at the same time 
they do their housework. It must be 
remembered, however, that a total of 
87.2 per cent may also be at their tv 
receivers in afternoon hours. 

The New York women demon- 
strated, however, they were not merely 
turning their sets on; they also seem 
to have been in front of them to see 
what was on. That is indicated first 
of all by the form of the questions, 
themselves, which asked, “Did you 
watch?” rather than, “Did you have 
your set turned on?” 


Remember Programs 


It was also borne out by the fourth 
question which requested those viewing 
to name any three daytime programs 
they saw. The 522 housewives who 
watch daytime tv were able to list 
1,566 shows they had dialed to, a per- 
fect score (see question 4). Clearly, 
the little lady knew what she was look- 
ing for. 

Arthur Godfrey, a morning worker, 
proved her favorite by far, with nearly 
30 per cent citing his appearances. 
Strike. lt Rich, while trailing at some 
distance, came in for second place with 
17.6 per cent, while The Big Payoff, 
holder of the third position, yielded a 
close 17.4 per cent. 

The list of programs watched seems 
to indicate that viewers follow person- 
alities and prefer diverting entertain- 
ment, rather than service shows, news 
or the like. That follows to some extent, 
however, the character of daytime 








QUESTION 3: “Did you watch 
any time . . . before noon 
or in the afternoon, .. . or 
during both periods of the 


day?” 


Morning 67 128% 
Afternoon 209 40.1 
Both 246 8647.1 
Total housewives 

who viewed 522 100 








programming in the New York area 
where few daytime service or news 
shows are telecast. (The notable ex- 
ceptions, Today and Home, came in 
almost together and, incidentally, did 
quite all right for themselves. Inter- 


estingly, the market offers a fairly 
ample supply of feature films and 
“movies” were about the same level.) 
But perhaps the most impressive thing 
about the list is its very length, a 
that 


strong loyalty to specific shows, as 
g loyalty k 


characteristic again underlines 
well as to the medium. 


Two 


“movies” which, of course, could not 


classifications “stories” and 
be listed by the name of the program 
as in all the other individual listings 
are shown at the bottom of the group 
accompanying Question 4 but would 
have ranged much higher on the list. 
Stories would have dropped into a slot 
just below Ding Dong School and 
movies would have tied with Today 
and Pinky Lee. 

The cincher to the entire study is 


(Continued on page 78) 








“ 


QUESTION 4: 


watched during the midweek days.” 


Arthur Godfrey 154 29.5% 
Strike It Rich 92 17.6 
Big Payoff 91 174 
Garry Moore 81 155 
Valiant Lady 73 «14.0 
Search For Tomorrow 73 14.0 
House Party 73 «14.0 
Guiding Light 61 11.7 
Bob Crosby 57 10.9 
Love of Life 46 8.8 
Robert Q. Lewis 45 8.6 
Ding Dong School 39 75 
Herb Sheldon 35 6.7 
Jack Parr 30 5.8 
Today 30 5.8 
Pinky Lee 30 5.8 
Home Show 27 5.2 
Howdy Doody 24 4.6 


Hopalong Cassidy 22 4.2 
Feather Your Nest 19 3.6 


. name any three daytime tv programs that you 


George Skinner 18 3.4 
Jinx Falkenburg 15 2.9 
Late Matinee 15 2.9 
Richard Willis 14 2.7 
Teen Bandstand 14 2.7 
Mickey Mouse 14 2.7 
Matinee Theater 12 2.3 
Tinkers Workshop 12 2.3 
Junior Frolics 12 2.3 
Romper Room 12 2.3 
On Your Account 1] 2.1 
Sandy Becker 1] 2.1 
Captain Kangaroo 10 1.9 
Stories 38 7.3 
Movies 30 5.8 
Misc. 226 4643.4 
Total responses 1566 

Total housewives 

who viewed 522 








Over fifty per cent of New York housewives are at 


their television sets during the day, according to special 


survey for Television Age by The Pulse, Inc. 
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Confessions 


or the past ten years or so a new 

breed of cat has been multiplying 
along ad alley. More Seventh Avenue 
than Madison, the breed is given to 
certain unique mores, not the least of 
which is its ability, chameleon-like, to 
be all things to all men. In the interest 
of aiding those advertising men whose 
entrancement with motivation creates 
within them a well of curiosity, we 
have shouldered the job of dissecting, 
mentally, the rationale of the species. 
An unfrocked couch-man has subjected 
a “typical” member of the cabal to 
pseudo-analysis. The analyzee, Mr. 
Fillum we call him, prefers anonymity, 
but the editors assure you he typifies 
some of the most popular and busiest 
film men in New York. 

What follows is a series of tape- 
transcribed excerpts from Mr. Fillum’s 
many sessions with Dr. Killcare. 


pocTor: Well, now, how shall we 


handle this, Mr. Fillum? Vis-a-vis or 


would you rather talk lying down? 
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MR. FILLUM: I'll take the couch, 
Doc. I’m not sensitive about that ex- 
pression “lyin’ down.” They’re always 
sayin’ things like that about me. 

poctor: They? 

MR. FILLUM: Agency men. I can’t 
seem to make pictures fast enough to 
suit em. With Madison Avenue any- 
thing that don’t happen yesterday is a 
big delay. On a four-week schedule the 
agency wants the moon should be de- 
livered in Seattle in time for the early 
morning news show. But four calendar 
weeks is only twenty working days, so 
where’m I gonna get the time? Hurry 
means worry. Haste makes waste. If 
they want something yesterday, they 
should order it tomorrow instead of 
next week. 

pocToR: Couldn’t you ask the lab- 
oratory to hasten things? 

MR. FILLUM: Why always put the 
squeeze on the man who is working? 
If a client needs two weeks to spell 
out his initials on a contract, why not 
allow some time for the lab to process 





the pictures? Quality does not come 


from rush, rush, rush. An artist needs 
leeway. 

poctor: Ah. I see that in your per- 
sonality complex you define yourself as 
an artist. 

MR. FILLUM: I am a creative indi- 
vidual. Just as much as a copywriter 
or an art director. I wish advertising 
agencies to know this. 

pocTor: Don’t they? 

MR. FILLUM: Some yes, some no. 
The ideal situation is when the agency 
makes use of my talents as a creative 
specialist. From this kind of coopera- 
tion comes the most productive pro- 
ductions. But when an agency hires 
me only I should be a contractor, this 
is leaving the door open for trouble. 

poctor: Is that a frequent occur- 
rence? 

MR. FILLUM: It happens all the time. 
You see, Doc, the agency business is 
full with experts. Twenty-one years it 
took me to learn what I know about 
film. An assistant account man can 








pick it all up nowadays in two and a 
half weeks. Since he knows everything 
from Academy Leader to Zip Pan, 
what does he want with me and my 
experience ? 

pocToR: Your tone is sarcastic? 

MR. FILLUM: A reflex action, Doc. 
Usually I am having the last laugh on 
these hucksters who get the client’s 
approval before they have got my ad- 
vice. Sometimes a picture is unmake- 
able the way they got it written. Some- 
times an angle even James Wong Howe 
couldn’t shoot. Sometimes they got 
twenty seconds of action covered by 
three words of copy. It is when they 
admit .there is something they don’t 
know everything about that I am call- 
ing off the sarcasm. 

poctor: You have then, a pretty 
low opinion of agencies in general? 

MR. FILLUM: They are my clients, 
Doc. I love them the same way they 
love their clients. 


tt 


poctor: We'll try some association 


Composite 
Madison Avenue 
film producer 
reveals some of 
his innermost 


thoughts 


BY BILL BALLARD 


i 


terms today, Mr. Fillum. I'll give a cue 
word, and you say whatever comes into 
your mind. 

MR. FILLUM: A cue I understand. 
Roll ’em. 

poctor: Audio! 

MR., FILLUM: Audio is the one col- 
umn way in which a copywriter thinks. 

poctor: Video! 

MR. FILLUM: An afterthought. A 
lot of jump pictures with no continuity. 
But for some reason the words on the 
sound track are always flowing smooth 
as silk. 

poctor: Bids! 

MR. FittuM: A curse on the busi- 
ness. A bid is something that is never 
low enough to satisfy the agency. Also 
the agency don’t understand why bids 
should vary so much producer to pro- 
What they don’t dig is that 
with different producers you get differ- 
ent interpretations. This leads to dif- 
Better than bids is 
the agency should come in and sit down 
for a minute and say what he’s got to 


ducer. 


ferent estimates. 


spend and what he wants to accom- 

plish. With this kind of trust and open 

mindedness we all work better. 
poctor: Changes! 

MR. FILLUM: Changes is what a copy- 
writer is thinking about when he is 
making up an idea. It is what the 
account man lives for. It is what sits 
in back of the vice president’s head 
while he is approving the script. After 
the cast is picked and the cameras start 
to roll there are “last minute” changes. 
But even worse comes when the client 
sees the answer print in the screening 
room. Then is what we really call 
changes. 

poctor: Orphan! 

MR. FILLUM: This is a little account 
with no money to spend but wants to 
bust into tv. The account man con- 
fidentially chisles you into making a 
$2,000 picture for $800. All the while 
he is talking about other accounts, big- 
ger accounts, future business. He 
comes back when he has another 


(Continued on page 79) 


January 1956, Television Age 








The big 
sleeper! 


How a modestly 
priced film show 
sells mattresses 


to Pittsburgh 


46 Mearl, you're a circus. The whole 

Cc family sits up on Serteday 
night, just to watch you do the com- 
mercials.” 

So writes an audience member to 
KDKA-TV Pittsburgh’s Carl Ide, em- 
cee for the station’s late Saturday 
night movies, who specializes in puns, 
wit and sly humor. He also, as a side- 
line, manages to keep his sponsor, 
Serta mattresses, quite happy. 

In one of his commercials, for in- 
stance, Carl appeared with a stetho- 
scope, looked professional and an- 
nounced with dignity, “One thousand 
doctors were interviewed about which 
type mattress they preferred. Of the 
1,000 physicians, 981 said they were 
tired of being interviewed.” 

He then proceeded to examine his 
own Serta Perfect Sleeper mattress — 
with stethoscope, of course — and ul- 
timately announced that he found, “No 
lump, no hump, no bump, no button, 
no nuttin’ — just a smooth, smooth 
top.” 

Ide, who looks something like a 
Pittsburgh Dave Garroway with his 
close-cropped hair and black-rimmed 
glasses, has fallen into his current 
role somewhat by accident. He started 
in radio back in 1939 at wean Port- 
land, Me., then went to wBz Boston as 
a special events man. After three war 
years in the infantry, Carl Ide worked 
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“ . . and so to bed on my Serta Perfect Sleeper” 


for additional outlets in Pittsburgh and 
Newark, ending up at wpTVv just before 
it was purchased by its present owner 
(and his former employer), Westing- 
house Broadcasting Co. and became 
KDKA-TV. Whereas he considers him- 
self a news reporter and staff an- 
nouncer, his viewing public much 
prefers him as host for their feature 


films. 
Just Right as a Zany 


He was chosen as “just right” for 
the role of a zany emcee because, as 
the conservative father of three young- 
sters, he was a typical family man, an 
un-funny guy completely lacking in 
razzle-dazzle. He was hesitant about 
the stunt at first, but, after comments 
began pouring in, he realized he was 
delivering the kind of announcement 
that he, himself, would like to watch 
at home. 

Idea for the “painless” late movie 
commercials came from Serta’s agency, 
Goldman and Shoop, Inc., Pittsburgh. 
President H. Norman Shoop and part- 
ner Albert D. Goldman declared, “It’s 
possible to sell humorously, with de- 
emphasis on the ‘sell’.” So they pieced 
together the 
formula: 


following commercial 

1) Show top-quality features, prefer- 
ably on their first tv run. 2) Place 
the commercials discreetly and oppor- 


tunely, i.e., after a gun battle or love 
Minimize the 
internal commercials to a maximum 


scene, not before. 3) 


of two or three during a 90-minute 
film. 


with the action of the picture and the 


4) Tie in the announcer’s words 


last line of dialogue. 5) Let the an- 
nouncer be amusing (“for 10 gags 
and two minutes”) to gain audience 
attention, then keep the meat of the 
commercial down to a quick few sec- 
onds. Serta’s messages make good use 
of its terse motto, “You sleep on it, 
not in it.” 6) Then get on with the 
show. 

The agency makes the most of sound 
effects, unique lighting and deft transi- 
tions — from film, to audio, to com- 
mercial and back. Their secret, ac- 
cording to Messrs. Goldman and 
Shoop, is, “Tie in the product with an 
everyday expression, and you're in.” 

Every program opens with a whim- 
sical little theme song and art work 
that is now recognized by most of 
Pittsburgh, a belop of a short-haired, 
bespectacled man sitting in a bath tub 
in front of his tv set. Clearly, it’s 
Sertaday night. 

Carl followed that recently by an- 
nouncing, although it was 11:35 p.m. 
in Pittsburgh, he was setting his watch 
ahead 38 hours because the correct 
time in Japan was 1:35 p.m. Monday. 

(Continued on page 65) 








NBC SPOT SALES 
IS PROUD TO 
WELCOME 





DENVER 


NBC Spot Sales is happy to announce that 
effective February 1, KOA-TV, VHF chan- 
nel 4 in Denver, Colorado, joins the roster 
of great television stations which it repre- 
sents nationally. 


308,800 families, with an effective buying 
income of nearly 1.7 billion dollars, live in 
KOA-TV’s coverage area. And KOA-TV 
leads all other Denver TV stations in over- 
all share-of-audience. 


A sure way to reach and sell a prosperous 
and growing market — 


KOA-TV 
represented nationally by 


SPOT SALES 
30 Rockefeller Plaza 
New York 20,N.Y. 
also representing television stations wrca-tv New York, 


WNBQ Chicago, KRCA Los Angeles, KSD-TV St. Louis, WRC-TV Washington, D. C., 
WNBK Cleveland, KOMO-TV Seattle, KPTV Portland, Ore., WAVE-TV Louisville, 
WRGB Schenectady-Albany-Troy, KONA-TV Honolulu, Hawaii. 
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Newsfront (Cont'd from page 39) 


He cited a number of factors for 
electronics growth: They include addi- 
tion of tv stations in smaller market 
areas (with 65 new stations expected 
to go on the air); a surge in retail 
color sales (which he thinks will total 
150,000 sets); sales of some 7.1 mil- 
lion monochrome sets; sales of 7 mil- 
lion home radios (buoyed by increased 
interest in clock and portable radios) ; 
a 15-per-cent increase in mobile com- 
munications equipment; greater em- 
phasis on defense equipment for con- 
trol, guidance and navigation of air- 
borne weapons: more efficient produc- 
tion methods (deriving from use of 
more flexible automatic machinery) ; 
“dramatic increase” in use of printed 
wire boards in electronic circuitry; 
great availability of transistors which 


a 


A Natural... 


“IT not only read TELEVISION 
AGE, I like to read it. It speaks 
my language. | consider it im- 
portant that I do not miss a sin- 
gle issue and so I get my issue 
at home.” 


PETE MOORE 


Advertising Manager 
Dodge Division 
Chrysler Corp. 








The 
The 
The 


Market 
Power 
Set-count 
The Facilities 
The Know-how 
for efficient 
sales in 
tobaccoland 





WN CT remarry CBS AFF. 


Greenville, N. C. 
A. Hartwell Campbell, Gen. Mgr. 
316,000 watts full time 


John E. Pearson Co., Inc., Nat’l Rep. 
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DR. W. R. G. BAKER 
. . every confidence .. . 


will reduce size and complexity of 
many, many products; a bigger elec- 
tron tube market due to the demand 
industrial 
and military equipment and, of course, 
stepped-up research. 

Dr. Baker places industry tv set 
totals this year at about 7.3 million 
and expects G.E. color receivers on 
the market by the second half of the 
year. He predicts a 15-per-cent increase 


for electronic controls in 


HOW ADVERTISERS 





in mobile radio communication equip- 
ment, with a similar rise in carrier- 
current equipment sales. While G.E. 
unit sales in home radios were up 20 
per cent last year, those for the indus- 
try increased 11 per cent, he noted. 
And, Dr. Baker concluded, work on 
defense contracts continues at a sub- 
stantial rate. 


HOFFMAN SEES BANNER YEAR. 
H. Leslie Hoffman, president of Hoff- 
man Electronics Corp. as well as of the 
RETMA, estimated earnings of his 
company at $44 million for 1955, with 
profit probably around $1.5 million. 
He projected a $50-million volume for 
1956. 

An important part of the Hoffman 
tv operations, he noted, is the produc- 
tion of color tv sets, the first 21-inch 
model of which was introduced a year 
ago last November. “Although our pro- 
duction to date has been modest,” he 
said, “we have established a separate 
color tv plant in Pasadena and plan 
an aggressive expansion to maintain 
leadership in the color market.” He 
estimated Hoffman was 
getting 25 per cent of the color sales 


(Continued on page 64) 


Electronics 


GET THE MOST 


OUT OF TELEVISION 


In its current series of Product Group Success Stoties, TELEVISION AGE goes 
deeply into each field of business, then outlines in detail the many ways firms in these 
fields have met their problems through television advertising. 


Each article includes dozens of actual television success stories. We believe this hard 
hitting material will help show hard-to-sell prospects how they can use tv to build sales. 


Reprints of the first five articles in this series are available at 25¢ each, 20¢ in lots 
of 10 or more. Just fill out the coupon below. 


Reader’s Service 

















O I enclose payment 


1 
1 
; Television Age 444 Madison Avenue, New York 22, N. Y. ; 
| Please send me reprints of the following Product Group Success stories: \ 
! 
| “Bakeries and Bakery Products,” ___ copies 
“Dairies and Dairy Products,” copies I 
1 “Banks and Savings Institutions,” __ copies 
“Dry Cleaners and Laundries,” copies t 
i “Groceries and Supermarkets,” copies : 
I “Furniture and Home Furnishings copies " 
a l 
Name __ ss ait’ 1 
| Position ae Be x re 
I 
j Company . 
I 
j Address ‘ 
I e 
j City Zone State 
! 1 
! 1 




















1tV BUYERS* 


OUTLET 





THE NEW 





in OMAHA is 


OW- 


FRANK P. Focarty, Vice President and General Manager 


=0 


We suggest that you check your availabili- 
ties and adjacencies in the Omaha market 
TODAY with Blair-TV or Fred Ebener, 
WOW-TV. 


MEREDITH Kadeo aud TSdheisone STATIONS 
affiliated with Beller Hones a hardens and Successful Farming magazines 









Channel 6 
ces 


JOHN BLAIR & CO. BLAIR TV, INC. 
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Advertisement 


T.V. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


L 


C. A. SWANSON & SONS, leading producer of frozen main course dinners and indi- 
vidual dishes, displays its entire line in a series of one-minute and 30-second commer- 
cials by SARRA. The dual theme of old-fashioned flavor and “quick-fix” convenience 
is shown by novel stop motion sequences and live action photography. Package and 
signature highlighting helps assure customer identification at point of sale. Produced 
through TATHAM-LAIRD, INC. for Swanson, a trade-mark owned by THE CAMP- 
BELL SOUP COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





This unique commercial is one of a series by SARRA for Dodge. The “sell” is entirely 
visual except for an audio message at the very end. A specially composed musical 
theme contributes a dramatic overall effect and emphasizes the important points in the 
presentation. Through association with the Jet Age, the power and Jet Fin styling of 
the new models are pictorially underscored. Produced by SARRA with GRANT 
ADVERTISING, INC. for DODGE DIVISION, CHRYSLER CORP. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The big sales appeal of Mennen Skin Magic with silicone — preventing chapped hands 
— is the featured story in these one-minute and 20-second spots by SARRA. The spots 
billboard the product’s appeal to “protect more ways than rubber gloves.” Hard sell 
appeal combines with a comparison demonstration to graphically show the advantages 
of Skin Magic. Produced by SARRA through GREY ADVERTISING AGENCY, INC. 
for THE MENNEN COMPANY. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 





Dressing up daughter in mother’s clothes is the warm human interest introduction that 
sets the scene for this one-minute spot by SARRA for St. Joseph Aspirin for Children. 
The commercial emphasizes the specialized nature of the product by showing that 
aspirin, like clothes, should be especially designed for the needs of children. Live 
action sequences, keyed to a jingle, point up the orange flavoring of St. Joseph Aspirin 
for Children, and help to show why it’s the world’s largest selling children’s aspirin. 
One of a series created by SARRA for PLOUGH, INCORPORATED through LAKE- 
SPIRO-SHURMAN, INC. 

SARRA, INC. 

New York: 200 East 56th Street 

Chicago: 16 East Ontario Street 
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Film Sales 


Feeling of the industry that there 
will be a continuing and increasing de- 
mand for good syndicated film is em- 
phasized by Michael M. Sillerman, 
executive vice president, Television 
Programs of America in an analysis of 
the year ahead. 


“We are going into 1956 with the 
largest production schedule in the his- 
tory of our company and one of the 
largest, we believe, in the history of 
the tv film industry,” he told Tv Ace. 
“Our attitude towards the problem of 
oversupply of film, or more properly 
the so-called oversupply remains un- 
changed. We believe that there will al- 
ways be a market for shows which 
meet the three basic requirements of 
tv advertisers, that is quality produci 
with proved audience appeal; unique- 
ness, to give maximum sponsor iden- 
tification, and merchandiseability.” 


Pricecutting Not the Answer 


“It takes a long time to learn that 
price-cutting does not meet 
needs,” he continued, “any more than 


these 


an aspirin provides a permanent cure 
for a bad tooth. 

“The entire tv industry faces a tre- 
mendous challenge, that of giving ad- 
vertisers and stations greater oppor- 
tunity to reach more people. This 
stems directly from the increasing com- 
petition for audiences. 

“That is why,” the TPA executive 
continued, “we are introducing what 
we believe is a revolutionary merchan- 
dising technique in our next program, 
Tugboat Annie. Under this plan, a 
principal character will serve a new, 
twofold purpose, that of taking part 
in the dramatic promotions of the 
show, and in addition, serving as the 
advertiser’s salesman. 


Permit Merchandising 


“By the same token,” Mr. Sillerman 
concluded, “other new shows we are 
now developing will each contain a 
factor permitting maximum merchan- 
dising and promotion. We believe it is 
only by this kind of advance planning 
that a tv film producer-distributor can 
successfully meet the competition of 
unsound price cutting and the so- 
called oversupply of film.” 


Syndicated Films 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC. 
Classics 


WKRC-TV_ Cincinnati; 
WHO-TV Des Moines. 


Johnny Jupiter 


KRLD-TV Dallas; WHO-TV Des 
KPIX San Francisco. 


KOA-TV Denver; 


Moines; 


Movieland 
KOB-TV Albuquerque; WKRC-TV Cincin- 
nati; WBNS- Columbus; WFAA-TV Dal- 


las; WHO-TV Des Moines; WEAU-TV Eau 
Claire; WFRV-TV Green Bay; WGTH-TV 
Hartford; WISH-TV Indianapolis; WSM-TV 
Nashville; WNAC-TV New Haven; WCBS- 
TV New York; WOR-TV New York; WSLS- 
TV Roanoke; WSUN-TV St. Petersburg; 
WHEN-TV Syracuse; WEAT-TV West Palm 
Beach; WTRF-TV Wheeling. 


Sherlock Holmes Features 


KFEL-TV Denver; WHO-TV Des Moines; 
KDAL-TV Duluth; KOIN-TV Portland; 
KTVW Seattle. 


CBS TELEVISION FILM SALES, 
INC. 


Amos ‘n’ Andy 


WCCO-TV_ Minneapolis; KTVO Kirksville, 
Mo.; WSTV-TV Steubenville. 


Gene Autry 


KGLO-TV Mason City, Clear Lake Bakery. 
(Renewal); KOTA-TV Rapid City; Wonder 
Baking Co., (Quality Bakers of America); 
KFJB-TV_ Valley ity, Regan Bros. Co., 
(Quality Bakers of America). 


Life With Father 


WCIA Caneein. Ill.; WFBC-TV Green- 
ville, S. C.; O-TV Phoenix. 


Long John Silver 
KTRK-TV Houston. 
Annie Oakley 


Continental Baking Co., Inc. sponsoring in 
following markets: WAKR-TV Akron, WOI- 
TV Ames, WNEM-TV Bay City, WBz-1'v 
Boston, WBEN-TV Buffalo, KHSL-TV Chico, 
Calif.. WBBM-TV Chicago, WLW-TV, Cincin- 
nati, Colorado Springs, WBNS-TV Columbus, 
O., Dayton, Denver, WXYZ-TV Detroit, Ft. 
Wayne, Ft. Worth, Greenville, S. C., WISH- 
TV Indianapolis, WJIM-TV Lansing, WIMA- 
TV Lima, KOLN-TV Lincoln, KARK-TV 
Little Rock, KTTV Los Angeles, Mason City, 
WTMJ-TV Milwaukee, WCCO-TV St. Paul, 
WNHC-TV New Haven, New York, KWTV 
Oklahoma City, KMTV Omaha, Philadelphia, 
Pittsburgh, WIIC Pittsburgh, Portland, 
WJAR-TV Providence, WTVD Raleigh, N. C., 
WTVR Richmond, KZTV Reno, WHAM-TV 
Rochester, N. Y., KCCC-TV Sacramento, 
KFEQ-TV St. Joseph, KWK-TV St. Louis, 
KSL-TV Salt Lake City; KFMB-TV San 
Diego, KGO-TV San Francisco, KING-TV 
Seattle, KSLA-TV Shreveport, KELO-TV 
Sioux. Falls KXLY-TV Spokane, WHEN-TV 
Syracuse, KOVR-TV tockton, Toledo, 
KTVX Tulsa, WTOP-TV Washington, D. C 
Watertown, KWWL-TV Waterloo, WTRF- 
TV Wheeling, KAKE-TV Wichita, WKTV 
Utica, Yakima, KIVA-TV Yuma. 

Carnation Co., makers of Friskies Dog Food 
sponsoring in following markets: KERO-TV 
Bakersfield, WIS-TV Columbia, S. C., KMJ- 
TV Fresno, Pittsburgh, KEY-T Santa Bar- 
bara, WHEN-TV Syracuse. 

WBBM-TV Chicago; WXEL-TV Cleveland; 





News Service’s This 


International 
Week in Sports. 





An Associated Artists Movieland fea- 


ture. 


WXYZ-TV _ Detroit; KDAL-TV Duluth; 
WTVH-TV Peoria; WCAU-TV Philadelphia; 
(Renewal); KENS-TV San Antonio; Carna- 
tion Fresh Milk, (Renewal). 

Newsfilm 

WJBK-TV Detroit (Renewal); KGLO-TV 
Mason City. 

Range Rider 


KGGM-TV Albuquerque; WNBF-TV Bing- 
hamton, Stroehmann Bakeries, (Quality Ba- 
kers of America); WHP-TV Harrisburg, 
Stroehmann Bakeries, (Quality Bakers of 
America); KPHO-TV Phoenix (Renewal). 
San Francisco Beat 

WNBF-TV Binghamton, Genessee Brewing 
Co.; WLBC-TV Muncie; WRGB-TV Schenec- 
tady, Genessee Brewing Co. 

The Whistler 

KOB-TV Albuquerque; KVAL-TV Eugene, 
Signal Oil & sust., (Renewal); WKRG Mo- 
bile, Deran Motors & Roache Furniture Co.; 
KSLA-TV Shreveport, Holmes Pontiac Co., 
(Renewal). 


GENERAL TELERADIO, INC. 

17 Feature Films 

WAKR-TV Akron; WJBF Augusta; KFDM- 
TV Beaumont; WCAX-TV Burlington; WMT- 
TV Cedar Rapids; WBTV, Charlotte, N. C.; 
WCOS-TV Columbia, S. C.; WDAK-fv_ Co- 
lumbus, Ga.; WDAY-TV Fargo; WBAY-TV 
Green Bay; WITV Miami; KMID-TV_Mid- 
land, Tex., WSFA-TV Montgomery; WSM- 
TV Nashville; WOR-TV New York; WHYN 
Springfield, Mass.; WRC-TV Washington, 
D. C. 


30 Feature Films 

WAKR-TV Akron; WJBF Augusta; KFDM- 
TV Beaumont; WCAX-TV Burlington; 
WBTV Charlotte, N. C.; WCOS-TV Colum- 
bia S. C.; WDAK-TV Columbus Ga.; KIEM- 
TV Eureka; WDAY-TV Fargo; KBES-TV 
Medford; KOTA-TV Rapid City; KELO-TV 
Sioux Falls; WHYN-TV Springfield, Mass.; 
WCTV Tallahassee. 


INTERNATIONAL 
Telenews Daily 
KOTA-TV Rapid City. 
This Week in Sports 
KMID-TV Midland; WTOB-TV Winston- 
Salem. 


NEWS SERVICE 


INTERSTATE TELEVISION CORP. 
Amazing Tales of Hans Christian 
Andersen 

KOSA-TV Odessa, Tex.; 


naw. 

Ethel Barrymore Theater 

CKLW-TV Detroit; KOSA-TV Odessa, Tex.; 
WKNX-TV Saginaw; KAKE-TV Wichita 


Public Defender 

KBOI-TV Boise; WXYZ-TV Detroit; KTTV 
Los Angeles; WPIX New York; KOSA-TV 
Odessa, Tex.; WSBT-TV South Bend. 

I Married Joan 

KFDA-TV Amarillo; KVOS-TV Bellingham, 
Wash.; KBOI-TV Boise; KIEM-TV Eureka; 
KJEO KGUL-TV Galveston; 
KTTV Los Angeles; 
KYTV Springfield, 
Mo.; WTHI-TV Terre Haute; WWL-TV 
Waterloo. 


Little Rascal Comedies 


KRBC-TV Abilene; WRDW-TV Augusta; 
WBAK-TV_ Bakersfield; KLAS-TV_ Las 


WKNX-TV Sagi- 


Vegas; KGLO-TV Mason City; KPHO-TV 
Phoenix; WKNX-TV Saginaw; KFSD-TV 
San Diego. 


(Continued on page 60) 
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READ BY MILLIONS THROUGHOU 


aL new!) 
JUST FILMED!) 


NEVER 
SEEN 
BEFORE! 


COMMANDO STORIES 


STRYKER Sky M Bee OF 
(Sky Marshal of the Universe) 
OF Ons ND YARD 26' a ene each THE 
ALL STAR CAST - 262 minutes each pap dog . CENTU RY 


Adventure! Action! Intrigue! 


HOLLYWOOD TELEVISION SERVICE, INC.- Home Office: 4020 Carpenter St.- No. ! 
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UTTHE WORLD It 


Millig nll 
series 
md adventure 
















Ss ever produced! 
DN SERVICE INC., Presents SAX ROHMER’S World Renowned 


adventures of 


De FUMRNCHY | 


(a= = = 
\p 13-26% MINUTE SUBJECTS .§ 





READY FEB. 1° oF 
©THE PRISONER OF DR. FU MANCHU THE VENGEANCE OF DR. FU MANCHU 
¢ THE SECRET OF DR. FU MANCHU DR. FU MANCHU’S RAID 
@THE PLAGUE OF DR. FU MANCHU THE DEATH SHIPS OF DR. FU MANCHU 
©THE SLAVE OF DR. FU MANCHU THE COUNTERFEITERS OF DR. FU MANCHU 
©THE GOLDEN GOD OF DR. FU MANCHU ©THE MASTER PLAN OF DR. FU MANCHU 
DR. FU MANCHU, INC. ©THE SATELLITES OF DR. FU MANCHU 


e THE ASSASSINS OF DR. FU MANCHU 





Now Synticaume REX ALLEN Coming! The New Sensational Series 


EMMY one of the world’s most popular outdoor personalities 


AWARD WINNER 7 “THE STATUE OF LIBERTY” 


in 
Outstanding \ ay = faValakl a’ " : : E 

ctertainment’ © FRONTIER DOCTOR ite Sites bept of asi 

ALL STAR CAST Now in Production! ie 


39 Subjects 262 minutes each 
26/2 min. each Adventure! Action! Intrigue! 


Immigration and Naturalization 
Service and F.B.1.! 


1 Calif.- 32 Branches in the 
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FINEST QUALITY AND 
SERVICE IN THE EAST 


Commercial Film Producers 

















Kudner Advertising, Inc. 
Frigidaire 


Agency: 
For: 


; 


Wit eet £9) 


or yi 


Ay 


A 





Benton & Bowles, Inc. 
Tide 


Agency: 


For: 





Agency: 
For: 


[ JAA | 


Dancer-Fitzgerald-Sample 
U. S. WAC — in production 




















Write, wire or ‘phone for sample reel and brochure. 








ATV FILM PRODUCTIONS, 


37-15 


INC. 


35th STREET, L.1.C.1, N.Y. C€ 


EXETER 2-4949 








Films (Continued from page 57) 


NBC FILM DIVISION 
Badge 714 A 

KRBB El Dorado. 
Badge 714 B 


WFBC-TV Greenville, S. C., Consumer Prods. 
Co.;WMCT Memphis; WOAI-TV San Anto- 
nio; WCNY-TV Watertown, Carling Brewing. 


Badge 714 C 


WXEL Cleveland, Nat'l Bohemian Beer; 
KGLO-TV Mason City; KBES-TV Medford, 
First Nat’l Bank of Portland; WMCT Mem- 
phis; WALA-TV Mobile*; WFSA-TV Mont- 
gomery; KPTV Portland; WKNX-TV Sagi- 
naw; KXLY-TV Spokane; KIMA-TV Yakima. 
*Sold directly to agency. 

Captured 


WCSC-TV Charleston, S. C.; KROD-TV El 
Paso, Gruen Watch Co. 


Dangerous Assignment 


WFIE-TV Evansville; WKBN-TV Youngs- 
town. 


The Falcon 
WNBK Cleveland. 
The Great Gildersleeve 


WATE-TV Knoxville, Spencer-Lays Packing 
Co. & Home Federal Savings & Loan; WCAU- 
TV Philadelphia; WWLP Springfield, Mass.; 
Syracuse, Haberle Congress Brewing; Tam- 
pa, Tampa Motor Club; WTHI-TV Terre 
Haute, Kroger Grocery. 


His Honor, Homer Bell 
KTXL-TV San Angelo. 
Hopalong Cassidy—Half Hour A 


WBTV Charlotte, Sunrise & Co-op Dairies of 
Charlotte; KRBB El Dorado; VAL-TV 
Eugene; WSAZ-TV Huntington; WHAM-TV 
Rochester, N. Y. 


Hopalong Cassidy—Half Hour B 


WBTV Charlotte, Sunrise & Co-op Dairies 
of Charlotte; KVAL-TV Eugene; Wsaz- TV 
Huntington; WHAM-TV Rochester, N. 


Hopalong Cassidy—Hour 
WHAM-TV Rochester, N. Y. 
Inner Sanctum 


Atlanta, Sam McDaniels & Sons; 
Cleveland. 


Life of Riley B 

KHOL-TV Holdrege. 

Life of Riley D 

KFBC-TV Cheyenne, Pacific Gamble. 


Steve Donovan, Western Marshal 
WBEN-TV Buffalo Milk on Niagara Frontier; 
WCIA Champaign, Kelly Potato Chips; 

— Washington, N. C., Consumer Prod. 
oO. 

The Visitor 

WTVT Tampa. 

Watch the World 


WWLHP Springfield, Mass. 


NATIONAL TELEFILM 
ASSOCIATES, INC. 
Cardinal Features 


KRNT-TV Des Moines; 
WXEX-TV Petersburg; 
Ill.; KOTV Tulsa. 


Adventures of China Smith 


KGNC-TV Amarillo; KSWO-TV Lawton, 
Okla.; WEAR-TV Pensacola. 
New Adventures of China Smith 


KGNC-TV Amarillo; KSWO-TV_ Lawton, 
—— WEAR-TV Pensacola; WICS Spring- 
field. 


WNBK 


WIMA-TV Lima; 
WICS Springfield, 


Christmas Carol 


KGNC-TV Amarillo; WJBF Augusta; KOOK- 
TV Billings; WNOK-TV Columbia; WEAR- 
TV Eau Claire; KRDO-TV El Paso; KFSA- 
TV Fort Smith; Ror Harlingen, Tex.; 
WHP-TV Harrisbur Seg = TV Honolu- 
lu; WLBT Jackson, Mliss.; TSK eee: 
KPLC-TV Lake ty KLAS-TV 
Vegas; KMID-TV Midland; WCO V-TV 
Montgomery; WSIX-TV Nashville; KMTV 
Omaha; JAR-TV Providence; KHQA-TV 
Quincy; KTXL-TV San _ Angelo; 
Springfield, Ill.; WNOW-TV York, Pa. 









National Telefilm’s New Adventures of 
China Smith 


Fabulous Forty 
WMT-TV Cedar Rapids; WSAZ-TV Hunting- 


ton; WIMA-TV Lima; WLBC-TV Muncie; 
OSA-TV Odessa, Tex., WEAR-TV Pensa- 

= _ Springfield. "Tl.; KYTV Spring- 
eld, 


Lamb in the Manger 


KGNC-TV Amarillo; KOOK-TV Billings; 
WSJV-TV Elkhart; KROD-TV 1 Paso; 
KFSA-TV Fort Smith; KTRK-TV_ Houston; 
WLBT Jackson, Miss; Lake 
Charles; KMID-TV Midland; 
Montgomery; sy -TV Quincy; ’ 
Rock wag - L-TV San Angelo; WICS 
Springfield, 


Man’s Herttage 


KROD-TV El Paso; KFSA-TV Fort Smith; 
KTRK-TV Houston; WLBT Jackson, Miss.; 
KMID-TV Midland; WCOV-TV Mongomery; 
WSIX-TV Nashville; KTXL-TV San Angelo; 
WNOW-TV York, Pa. 


SCREEN GEMS, INC. 


All-Star Theatre 


KFVS-TV Cape Girardeau, Mo., ——_ Pack- 
ing Co.; WJAC-TV Johnstown, eRoy’s 
Jewelers; WMAZ-TV Macon; Sacramento. 
Sandy MacTavish Auto Sales; KCCC-TV 
Sacramento; WTOC-TV Savannah, Levy 
Jewelers. 

Big Playback 

KCCC-TV Sacramento. 

Celebrity Playhouse 

WSB-TV Atlanta, Citizens & Southern Na- 
tional Bank; WCSC-TV Charleston, S. C.., 
S. C. Electric and Gas Co., WIS-TV Colum- 
bia, S. C.; S. C. Electric and Gas Co., KFXJ- 
TV Grand Junction; KFBB-TV Great Falls, 
Grogan-Robinson Lumber Co.; WITN Wash- 
ington, N. C., Harrington Mfg. Co. 


Jungle Jim 


WSB-TV :Atlanta, Coca Cola Bottling Co.; 
WJBF Augusta, Coca Cola Bottling Co.; 
WJHL-TV Johnson City, Dr. Enuf Soda; 


WMAZ-TV Macon, Borden’s Dairy; KIMA- 
TV Yakima. 

Tales of the Texas Rangers 

KFDA-TV Amarillo, Amarillo National 


Bank; WJBF Augusta, Avery Provision Co.; 
WATE-TV Knoxville, Swan Brothers; KBES- 
TV Medford; Mobile, Dairy Fresh Corp. 


Top Plays of 1955 


WTAR-TV Norfolk, Nabisco; 
Francisco; WHYN-TV Springfield, 
Service Grocers Coop. 


STERLING TELEVISION CO. 


Bowling Time 
KGGM-TV, Albuquerque; 
KGEO-TV Enid. 
Cartoons 


WHP-TV Harrisburg; WKNB-TV New Brit- 
ain; WDBO-TV Orlando; KYTV Springfield, 
Mo. 


Christmas Films 


WFBG-TV Altoona; KGNC-TV_ Amarillo; 
WDBO-TV Orlando; WPRO-TV Providence; 
WSLS-TV Roanoke. 


Features 

KRLD-TV Dallas. 
Gadabout Gaddis 
KFDX-TV Wichita Falls. 
Lash LaRue 

KFSA-TV Fort Smith. 
Movie Museum 
KVAL-TV Eugene. 


KPIX San 
Mass., 


KTVR Denver; 
















Thanksgiving Film 
WABD New York. 


RICHARD ULLMAN, INC. 
Ad-I-Mation 
WABI-TV_ Bangor; Indianapolis; 


WTTV 

WKNB-TV New Britain; Philadelphia, Amer- 
ican Stores Co.; KZTV Reno. 
Watch the Birdie 
KRBC-TV Abilene; WUSN-TV Charleston, 
S. C.; KBTV Denver Malt-O-Meal & Bluhill 
Peanut Butter; KHQA-TV Hannibal; WHTN- 

Huntington, uyans Creamery Co.; 

TTV Indianapolis, Malt-O-Meal; 

TV Los Angeles, Malt-O-Meal; WTVJ- TV 
Miami, Seven Up; WDBJ-TV Roanoke; 
WGBI-TV Scranton; St. Louis, Sealtest. 


WINIK FILMS, INC. 

Famous Fights 

WBAL-TV Baltimore, Gunther Brewing Co. 
Madison Square Garden 


KGMB-TV Honolulu, Tidewater Assoc. Oil; 
WATE-TV Knoxville; KATV Pinebluff. 


Film Commercials 


ACADEMY PICTURES, INC. 


Completed: Revlon Products Corp., Cos- 
metics, Norman Craig & Kummel; Arm- 
strong Cork Co., Linoleum, BBDO; Plymouth 
Div. of Chrysler Corp., Used Cars, Ayer; 
Gulf Oil Corp., Y&R; Hudson Pulp & Paper 
Corp., Napkins, Biow-Beirn-Toigo; Sylvania 
Electric Prod. Co., TV J. Walter Thompson; 
Ford Motor Co. 1956 Cars, J. Walter Thomp- 
son; Chev. Motor Div., OK Used Cars, Camp- 
bell-Ewald; Chase Manhattan Bank, Audio 
Productions; General Foods Corp., Post 
Sugar Crisp, B&B. 

{n Production: Campbell Soup Co., Franco- 
American Spaghetti, Ogilvy, mson & Ma- 
ther; Lever Bros. Co., Lux Liquid Deterg- 
ent, J. Walter Thompson; Minute Maid Corp., 
Snow Crop Frozen Foods, Ted Bates; Ward 
Baking Co., Tip Top Bread, J. Walter 
Thompson; Ford Motor Co., Used Car Jubi- 
lee, J. Walter Thompson; Amana Refrigera- 
tion, Food Freezers, Maury, Lee & Marshall; 
Reman Meal Co. Bread, Roy S. Durstine; 
Standard Brands Inc., Royal Gelatin, Ted 
Bates; The Gillette Co., Razors, Maxon. 


AMERICAN FILM PRODUCERS 


Completed: The Borden Food Products Co., 
Instant Coffee, Doherty, Clifford, Steers & 
Shenfield; Progresso Food Products, Carlo 
Vinti. 

In Production: Progresso Food Products, 
Carlo Vinti. 


CHAD ASSOCIATES, INC. 


Completed: American Chicle Co., Chiclets, 
Baker; General Foods Corp., Jello, Baker. 
In Production: S. C. Johnson & Son, Inc., 
Jubilee Wax, B&B; General Electric Co., 
(Set Div.), G. E. Sets, Maxon; General 
Electric Co., (Tube Div.), G. E. Tubes, 
Maxon; Standard Brands, Inc., Blue Bonnet 
Margarine, Ted Bates. 


SHAMUS CULHANE PRODUCTIONS 


Completed: U. S. Rubber Co., Koylon, 
Fletcher Richards; Bayuk Cigars, Inc., Phil- 
lies, D’Arcy; U. S. Air Force, R&R; The 
Andrew Jergens Co., Lotion, Robt. Orr; 
Bristol-Myers Co., Vitalis Hair Dressing, 
Doherty, Clifford, Steers & Shenfield. 

In Production: The Best Foods, Inc., Hell- 
mann’s Mayonnaise, Dancer-Fitzgerald-Sam- 
ple; Oscar ayer & Co., Meat, Wherry Baker 
& Tilden; The Borden Co., Coffee, oherty, 
Clifford, Steers & Shenfield; General Mills, 
Inc., Sugar Jets, Wm. Esty; U. S. Rubber 
Co., Koylon, Fletcher Richards. 


GRAY-O’REILLY STUDIOS 


Completed: Gunther Brewing Co., Inc., 
Beer, Bryan Houston; General Mills, Inc., 
Betty Crocker, Tatham-Laird; Lewis- Howe 
Co., Tums, Dancer-Fitzgerald- -Sample; Fal- 
staff es Beer, Dancer-Fitzger- 
ald-Sample; rove Laboratories, Inc., 
Fitch Shampoo, Harry B. Cohen; Cities Serv- 
ice, Gasoline, Ellington; American Chicle 
Co., Dentyne, Dancer-Fitzgerald-Sample; 
General Foods Corp., Minute Rice, Y&R. 


In Production: J. P. Stevens & Co., Inc., all 
(Continued on page 62) 





MOVIELAB 








FOR THOSE 


WHO CAN 
AFFORD 


THE FINEST 


in the East it’s... \ 


as “7 


> 


\ 


ROUND-THE-CLOCK SERVICES 


NEGATIVE DEVELOPING 
FIRST PRINT DEPARTMENT 


ULTRA VIOLET AND 
FLASH PATCH PRINTING 


16MM AND 35MM 
RELEASE PRINTING 


KODACHROME PRINTING 
63 EDITING ROOMS 
SPECIAL TV SERVICES 
For Color it’s 





FILM LABORATORIES, INC. 


619 West 54th Street, New York 19, N. Y. JUdson 6-0360 


January 1956, Television Age 





61 

















62 January 1956, Television Age 






Commercia ls (Cont'd from 61) 


products, Bryan Houston; General Foods 
Corp., Maxwell House Coffee, B&B; General 
Foods Corp., Minute Rice, Y&R; American 
Home Foods, Inc. Div., Chef-Boy-Ar-Dee, 
Meat, Y&R; General Foods Corp., Birds Eye, 
Products, Y&R; The Nestle Co., Inc., Coffee, 
Bryan Houston; Block Drug Co., Inc., Amm- 
I-Dent Toothpaste, Harry Cohen. 


KLING FILM PRODUCTIONS 
Completed: The Procter & Gamble Co., Joy 
Liquid Detergent, Leo Burnett: Frank Fehr 
Brewing Co., Inc., Beer, John W. Shaw; 
Sealy, Inc., Mattresses, Weiss & Geller; Ray- 
O-Vac Co., Batteries, Howard Monk. 


LALLEY & LOVE, INC. 

Completed: The Nestle Co., Inc., Decaf Cof- 
fee, Dancer-Fitzgerald-Sample; The Nestle 
Co., Inc., Chocolate Candy Bar, McCann- 
Erickson; American Safety Razor Corp., 
Gem Razors, McCann-Erickson. 

In Production: Jos. Schlitz Brewing Co., 





An ATV spot for Army Nurses Corps 


Beer, Lennen & Newell; U. S. Brewer's 
Foundation, Inc., Beer, J. Walter Thompson; 
Aluminum Co. of America, Aluminum Foil, 
Ketchum, MacLeod & Grove. 


NATIONAL SCREEN SERVICE 
CORP. 


Completed: Oneida Ltd., Community Silver- 
ware, BBDO; Old Stone Bank, Beacon TV 
Features; National Broadcasting Co., Inc., 
Cyrano de Bergerac TV spots; Pharmaceut- 
ical, Inc., Geritol—opening and closing, Ed- 
ward Kletter; Dodge Div. of Chrysler Corp., 
TV Spoi, Grant. 

In Production: New York Mirror, Youth 
Forum; General Electric Co., The Fishing 
Season, Beacon TV Features; Dodge Div. 
Chrysler Corp., Sports reel, Grant. 


SCREEN GEMS, INC. 


Completed: Bristol-Myers Co., Ban, BBDO. 
In Production: The American Tobacco Co., 
Pall Mall, SSC&B; General Motors Corp., 
Motorama Announcements, D.P. Brother; 
American Dairy Assn., Refreshment Spot, 
Campbell-Mithun. 


WARREN R. SMITH, INC. 


Completed: Gulf Oil Corp., Power Crest 
Batteries, Y&R; Mother Drake’s_ Bread, 
Friedman & Rich; Jones & Brown, Graintex 
Siding, Dubin & Feldman; Micromet Water 
Solvent, Ketchum, MacLeod & Grove; Du- 
Bois Budweiser Beer, Bachman, Kelly & 
Trautman; 3-D Insulum Aluminum Siding, 
Dubin & Feldman; Restoniter Sleep Sofa, 
Dubin & Feldman. 

In Production: Interloc Plastic Wall Tile, 
Dubin & Feldman; Alumaroll Awnings, Du- 
bin & Feldman; Gulf Oil Corp., Tubeless 
Tires, Y&R; Mabro, Remodeling, Friedman 
& Rich; Roth Rug Cleaning, Lando. 


TRANSFILM, INC. 


Completed: General Motors Corp., Pontiac, 
MacManus, John & Adams; P. Ballantine & 
Sons, Beer & Ale, Wm. Esty; Dow Chemical 
Co., Saran Wrap, MacManus, John & Adams; 
RCA Victor Div. Radio Corporation of 
America, Phonographs, Records, Gift Cer- 
tificate, Grey; R. J. Reynolds Tobacco Co., 
Cavalier Cigarettes, Wm. Esty; The Procter 
& Gamble Co., Tide, B&B; 5 Day Labora- 
tories, 5-Day Deodorant Pads, Grey; Robert 
Hall Clothes, Frank Sawdon; Lever Bros. 
o., Imperial Margarine, Foote, Cone & 

Belding; CBS-Columbia, TV Sets, Ted 
(Continued on page 614) 














FILM SCRATCHES—DAMAGES REMOVED 
by The Film Doctors” 


Rapid Film’s proven RAPIDWELD process revives and lengthens 
motion picture life, removes scratches, gives clean, clear “labora- 
tory look.” Cuts print costs. Saves you big money. To find out how 


Write or phone for “THE FILM DOCTORS” booklet to 


21-C West 46th Street - New York 36, N. Y. « JU 2-2446 






































So much simpler to have your 
show on film! No serious upsets 
then when stars are ill or need 
rest. No cause for worry about 
‘‘slips’’ or ‘‘fluffs’’! Besides, it’s 
the modern way to rehearse and 
... then film and edit for final 
perfection. Know in advance— 
leave nothing to chance... 
USE EASTMAN FILM! 


For complete information write to: 


Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


or W. J. GERMAN, INC. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Films — 
Fort Lee, N. J.; Chicago, lik; Hollywood, Calif, ‘ 









East Coast Division 
342 Madison Avenue 
New York 17, N. Y. 


Midwest Division 
137 North Wabash Avenue’ 
Chicago 2, Illinois 


West Coast Division 
6706 Santa Monica Blvd 
Hollywood 38, Calif. 























In the SPOTlight 


current productions making 
sales records 






Agency: Young & Rubicam, Inc. 
New York City, New York 


Client: General Electric 


Agency: Young & Rubicam, Inc. 
New York City, New York 
Jello 


Client: 





Agency: N. W. Ayer & Son, Inc. 
New York City, New York 


Client: Plymouth 
% 
S 


1037 N. Cole Ave., Los Angeles 38, Cal. 
Telephone Hollywood 5-5171 


New York Office: 135 East 50th St. 
Telephone Plaza 5-4807 





Commercials (conea jrom 62) 


Bates; Minnesota Mining & Mfg. Co., Scotch 
Tape-Sasheen, MacManus, John & Adams; 
National Broadcasting Company, ID, on 


UPA 


In Production: Bristol-Myers Co., Ipana, 
Doherty, Clifford, Steers & Shenfield; Na- 
tional Biscuit Co., Nabisco Devil Food Bis- 
cuit Co., Nabisco Devil Food Cookies, Mc- 
Cann-Erickson; Personal Products Corp., 
Geare-Marston; Lever Bros. 
tergent, J. Walter Thompson; 
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Proctor Electric Co., Ironing Table, Weiss & 
Geller. 


UNITED WORLD FILMS, INC. 


Completed: Continental Oil Co., Conoco Oil, 


B&B; Kellogg Co., Leo Burnett; The May- 


| tag Co., Leo Burnett; Campbell Soup Co., 


Leo Burnett; General Electric Co., Leo Bur- 
nett; Lever Bros. Co., Lux Soap, J. Walter 


Thompson; The Coca Cola Co., D’Arcy; Phi- 
lip Morris & Co., Ltd., Inc., Biow-Beirn- 
Toigo. 


In Production: N. Y. Stock Exchange, Doc- 
umentary. 


Newsfront (Cont'd from 54) 


in Los Angeles. 
“1 do not believe that color will 
obsolete b&w tv but be, 


instead, a supplementary entertainment 


ever will 
medium,” Hoffman noted, wondering 
“seriously” whether “price is anywhere 
nearly as important a factor as many 
people believe.” Predicting that the 
color-set price will not drop so rapidly 
as that for b&w did, he said, “I do 
not feel I am overly optimistic when 
| predict that the industry should sell 
300,000 color sets in 1956.” Sales of 
b&w should “easily reach” 7.2 million, 
he added. 

Like Mr. Hoffman 


underlined the importance of research 


many others, 


“As a mat- 
ter of fact, in our overall picture, | 


to the field of electronics. 





am sure that not only will 75 per cent 
of our business in 1956 be from new 
products that will be introduced dur- 
ing the next 10 years, but also that 


many of the products we are now 
building will be on the market in 
different forms, shapes and concep- 
tions. 


MITCHELL SEES INCREASES. 
Don G. Mitchell, president and chair- 
man of Sylvania, came forth with some 
authoritative remarks about the elec- 


ity is two-fold: Sylvania’s measure- 
ments have been widely accepted — 
and repeated—since its vice president 
of finance cited the immensity of elec- 
tronics last spring. Also, the Sylvania 
director of research holds down a com- 
parable position for the electronics in- 





tronics industry. Reason for the author- | 





dustry as chairman of the RETMA 


statistical committee. 


Said Mr. Mitchell, electronics will 
increase by $1 billion this year, to hit 
about a $10.8-billion volume. It will 
become even larger by 1965 than 
Sylvania had predicted earlier, $22 
billion instead of $20 billion. 


Tv set sales this year may reach 7.5 


=" 7 . 


million (as compared to 7.6 million 
for 1955) 
value. Some 200,000 are expected to 
be color sets. Total set sales by 1960 
may be 9.6 million, with 30 per cent 
of them color; by 1965, 11.6 million. 


Mitchell thinks that color is now, after 


with a $1-billion factory 


a slow start, on its way, but that it 
will take six years to catch up to b&w. 


Meanwhile, government purchase of 
electronic equipment should rise by 
about 10 per cent this year, the Syl- 
vania chief explained. 


Chester G. Gifford, head of Avco’s 
Crosley-Bendix, also predicted that tv 
set sales this year would come within 
100,000 of 1955’s record 7.7 million. 
Color is not “a serious obstacle to 
continued high volume of b&w,” how- 
ever. Profits in appliances, he ex- 
plained, will be.derived primarily from 
higher-priced items like luxury tv sets, 
refrigerator-freezers and the like, and, 
as a result, his company plans to 


market “package kitchens.” 
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Washington Memo | 


THE BIG INQUIRY. Probably the 
most important—and certainly the most 
comprehensive—study ever undertaken 
of the television industry will soon be 
in full swing. Although it is primarily 
concerned with network operations, it 
is considerably broader. It will extend 
into the whole field of video broad- 
casting, including the part played by 
advertising agencies, talent agencies, 
film producers and other related in- 
terests. 

The inquiry referred to is, of course, 
the one being conducted by the FCC, 
for which Congress provided an initial 
outlay of $80,000. Additional money 
will likely be required before the study 
is completed—perhaps in two years 
and the appropriations committees of 
the House and Senate have indicated 
they will supply it. An incidental pur- 
pose of the study is to obtain informa- 
tion needed to consider proposed legis- 
lation affecting the industry. 

The basic purpose of the inquiry is 
lo bring the commission up to date on 
the changes that have taken place in 
the broadcasting business since the 
adoption of the network regulations in 
1943. Since that time, television has 
superseded radio as the dominant 
medium and the regulations may re- 
quire substantial revision. As the com- 
mission pointed out in launching the 
project: “No detailed study has ever 
been made to determine whether radio 
and television networks are sufficiently 





similar to justify the application of the 
same regulatory policies to both media. 
Nor has such a study been made to 
determine whether and to what extent 
the Chain Broadcasting Rules have 
been rendered obsolete by develop- 
ments in radio network broadcasting 
in the past 15 years.” 

AREAS TO BE EXPLORED. In 
view of the impact of the network 
rules and the furore they precipitated 
in the industry at their adoption (when 
broadcast time sales were about one- 
sixth of what they are now), the areas 
to be explored in the present study 
take on high significance. The Com- 
mission, in seeking to determine 
whether the existing broadcast struc- 
ture is promoting monopoly, will in- 
quire into: 

1. Common ownership of radio and 
tv networks. 

2. Ownership of radio and tv stations 
by networks. 

3. Production, distribution and sale 
of programs and providing of talent 
for networks and non-network stations. 

4. National spot representation of 
stations. 

5. Network practices in selecting 
afliliates, territorial exclusivity, option 
time, free hours, division of revenues 
and terms of contract. 

6. Relationship of network owner- 
ship to operators of line facilities. 

7. Non-network interests of those 
who own networks. 


In addition, the commission will 
inquire into the industry potential in 
terms of the number ef networks and 
stations the economy can support, the 
possibilities of network competition in 
the national advertising field, and the 
national advertising potential. 


BARROW WELL QUALIFIED. 
The task of directing such a project, 
selecting the right staff and gathering 
the required information obviously 
calls for a person of high caliber. There 
can be little doubt that Roscoe L. Bar- 
row, dean of the University of Cin- 
cinnati College of Law, who has been 
given the assignment, fills the bill. A 
native of North Carolina, Dean Bar- 
row, who is 42, had 10 years experi- 
ence as a government attorney, includ- 
ing five years with the Department of 
Justice, before joining the U.C. College 
of Law faculty six years ago as a 
professor. He became dean in 1953. 

In discussing his job with TELE- 
VISION AGE, Dean Barrow made it clear 
that his primary concern is that the 
inquiry be as objective and thorough 
as human resourcefulness can make it. 
“The nature of the study requires it,” 
he said. Having no broadcast industry 
background, he pointed out, he can 
approach his assignment entirely “with- 
out preconceptions.” 

As Dean Barrow visualizes his plans 
for the inquiry, he and his staff will 
first develop a broad base for study. 
Then, specific fields of inquiry will be 
determined. Each of these fields will 
then be organized and related. Finally, 
the material gathered will be analyzed. 


HEARING INFORMAL. He then 
plans to have an informal type of public 
hearing before the Commission’s Net- 
work Study Committee (composed of 
FCC Chairman George C. McConnaug- 
hey and Comrs. Rosel H. Hyde, Robert 
T. Bartley and John C. Doerfer) at 
which the industry will be given the 
opportunity to present any additional 
information it feels is pertinent to the 
inquiry. 

Dean Barrow contemplates that such 
a hearing would precede the issuance 
of a preliminary report by the staff, 
except for the bare possibility that a 
recommendation on some phase of the 
study might be made in advance. Fol- 
lowing the issuance of the report, it 
would be up to the Commission to act 


(Continued on page 76) 
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Sleeper (Continued from page 52) 


The cause of it all was the title of 
that night’s film, Japanese War Bride. 
Then, waving a paper fan, he eased 
into his light-weight puns: “I just bor- 
rowed this fan from a Japanese friend 
of mine named Saki. Wonderful fel- 
low, Saki, but what a wife he has! 
All the time Naggi Saki. . . . By sleep- 
ing on a wooden floor and a wooden 
pillow, my friend Saki is really a sad 
Saki when he wakes up in the morn- 
ing. So I’m going to buy him a Serta 
Perfect Sleeper mattress.” The studio 
was plunged into darkness and Carl, 
calling for a flashlight, was handed a 
Japanese lantern, instead, to show off 
his mattress by candle light. 

Later, he tested the mattress with a 
bowling ball, played chop sticks on a 
toy piano, and, incidentally, watched 
the feature film. 

The agency, pleased that it has “a 
bigtime show on a moderate budget,” 
attributes much of its success to Carl. 
“Without exception,” Goldman and 
Shoop aver, “fanmail writers state they 
sincerely look forward more to the 
commercials than to the movie, itself.” 

And the sponsor agrees. Serta af- 
firms. that the growing demand for its 
mattresses “can be attributed in great 
measure” to television. 


NCT 


channel 


Serving prosperous castern N. C. 
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Tv in °56 (Cont'd from page 43) 


doesn’t buy any spot television, its 
affiliated area companies do place spot 
business, and the parent company 
shares costs for making these commer- 
cials. Mr. Whitmore notices that more 
requests are coming in this year from 
the affiliated companies than ever be- 
fore. 

Anahist Co. is putting all of its tele- 
vision budget into spot with what is 
described as a “multi-million dollar” 
campaign concentrated in the winter 
“cold” season. While Norman Young, 
director of advertising, would not com- 
ment for publication, the company was 
on more than 140 stations with three 
campaigns during the first quarter of 
1955. Ted Bates, New York, is the 


agency. 
Armstrong to Return 


The Armstrong Rubber Co., which 
carried on a spot campaign in 40 mar- 
kets during the fall, is planning to re- 
turn to television promotion in the 
spring. Biow-Beirn-Toigo, New York, 
is the agency. 

B. T. Babbitt Co. will have a spot 
campaign in about 70 markets, begin- 
ning the first of the year and running 
through February. After a hiatus the 
drive will pick up again the first of 
April and run through May. “Spot 
represents the entire tv budget, except 
for a once-a-week participation in 
NBC-TV’s Matinee,” says John E. Phil- 
lips, advertising manager. “We con- 
template continued heavy use of the 
saturation technique—heavy frequency 
campaigns for short periods.” Dancer- 
Fitzgerald-Sample, New York, handles 
Bab-O and Harry B. Cohen Agency, 
New York, Glim. Last year during the 
first three months Babbitt was using 


Must Reading ... 
“TELEVISION AGE is not 


| only must reading .. . it has set 
| an important leadership mark 


for the entire industry.” 


TOM CARSON 


Timebuyer 
Benton & Bowles 





nearly 100 television stations. 

Best Foods Inc. is expected to con- 
tinue to be a substantial user of tele- 
in 1956. William Matesius, 
product manager in charge of Nucoa, 
Shinola and Dress Parade shoe polish 
and Rit dyes, sees a possibility that 


vision 


the company may use television for its 
shoe polishes in 1956. Earle Ludgin, 
Chicago, is the agency for this divi- 
sion. Continued use of spot tv for 
Nucoa is expected, with the possibility 
of an increase later in the year. Last 
year Best Foods was on some 50 sta- 
tions during the first quarter. Dancer- 
Fitzgerald-Sample, New York, was the 
agency. 

In the cereals division of Best Foods 
the only spot now being used is for 
Presto. John Sullivan, product man- 
ager, says, “We are now starting 
schedules on WoR-TV and wPIx New 
York, minutes, five times a week. 

In the mayonnaise and salad dress- 
ing division of Best Foods, William E. 
Spencer said, “We spend more money 
on print than we do in tv. Tv spot is, 
however, a healthy second. This will 
remain the same for the first half of 
1956. While I can’t see any change 
after that for mayonnaise there might 
be some more tv activity on other prod- 
ucts in this group. We once used the 
Gary Moore show and had excellent 
results. We might come back to it 
again or to something similar and, in 
addition, have some spot campaigns. 
In our present spot schedules we are 
using ID’s and 20’s. We might use 
minutes also in the future.” Last year 
the Hellman’s mayennaise commercials 
were on more than 30 stations during 
the first three months. Dancer-Fitzger- 
ald-Sample, New York, is the agency. 


Hazel Bishop to Continue 


Hazel Bishop Inc. is in the midst of 
a tremendous spot campaign after can- 
celling out its network commitments. 
It is expected that over $1 million will 
go into spot in 1956. This is about the 
same amount that was spent last year 
in network and spot television. In- 
formed sources say there is a possi- 
bility Hazel Bishop will buy another 
network show in the near future. Rey- 
mond Spector Co. is the agency. 

Block Drug Co. is planning exten- 
sive use of television in 1956. Alfred 
L. Plant, advertising manager, says: 














“We will be using spot very exten- 
sively. It will be our primary media. 
We use Today and Matinee, but other- 
wise our television activity will all be 
announcement campaigns. All of our 
products will share in these campaigns, 
but the biggest will be for Super Amm- 
I-dent, Nytol (Harry B. Cohen Adv., 
New York, is the agency) and Polident 
and Poli-Grip (Grey Adv., New York, 
is the agency).” The first three months 
of 1955 Block Drug was extremely ac- 
tive, with 87 stations for Ammident, 9 
for Greenmint Mouthwash, one for 
Minipoo Shampoo, three for Nytol, 
45 for Polident, 31 for Poli-Grip, five 
for Py-Co-Pay toothbrush, 15 for Sen- 
trol, for Stera-Kleen 
cleanser and some 8 stations for mis- 


two denture 
cellaneous combinations of products. 

The Borden Co., which used spot 
television in around 75 markets during 
the first quarter of 1955, is expected to 
continue heavy use of television this 
year. 


New Product for Borden 


Paul Abramson, advertising manager 
of the Borden coffee division, points 
out, “We’re introducing a new prod- 
uct, Rich Roast, using spot tv in New 
England, New York City, Philadelphia, 
Scranton and Wilmington.” 

Herb Osterheld, advertising manager 
oi the Borden cheese division, says: 
“We cut down our use of tv spot last 
yea: when we bought the NBC daytime 
show, Date With Life. We'll be using 
about the same amount of spot again 
this year.” 

Ray Bailey, advertising manager of 
the Starlac division of Borden, says 
that while “plans haven’t all jelled,” it 
seems very likely that we will use tv 
spot in some areas to fill in where our 
network shows don’t cover.” 

Brach Manufacturing Corp., makers 
of Magne-Tenna, tested television be- 
fore Christmas on wasp New York. 
Plans are to extend this campaign to 
major- markets in all parts of the coun- 
try. Blaine-Thompson Co., Inc., New 
York, is the agency. 

Bristol-Myers Co., will continue ac- 
tive in spot in 1956. Donald S. Frost, 
vice president in charge of advertising, 
says activity will be “about the same 
as last year, with spot used in areas 
selected for specific promotion.” One 
current campaign is for Sentry. Last 


year Bristol-Myers was in some 30 
markets during the first three months 
of the year. 

Bulova Watch Co. will continue 
heavy use of television spot in 1956. 
The company is looking for a syndi- 
cated film series which it is expected 
to place on a co-op basis in important 
markets. Last year this same plan was 
followed with Ford Theatre reruns and 
Fireside Theatre. In the first quarter 
of 1955 they were on more than 175 
stations. McCann-Erickson, New York, 
is the agency. 


THIS 

is 

JUST 

THE 
BEGINNING 
OF 

16 MM! 


Talk was that other film sizes than 16mm could 


do better jobs in the industrial, educational 
and commercial fields. 


Not while there is a film laboratory like 
Precision, bringing 16mm to the peak of 


perfection. In fact, we are demonstrating daily 
that 16mm can do more — and better — things 


in movies than have been done before. 


Precision Film Laboratories developed 
unique equipment to realize the fullest 





Burlington Mills Corp. plans new 
schedules for its Dubbelife Hosiery, 
starting in the spring. Last year at this 
time Burlington was in some 20 mar- 
kets with hosiery advertising. Donahue 
& Coe, New York, is the agency. 
Campbell Soup Co. has been active 
in a number of markets throughout the 
fall and winter, promoting its line of 
frozen soups. “We plan to continue 
our present tv spot campaign in 17 
markets through the summer,” a spokes- 
man told tv cE. The first three months 


(Continued on page 68) 






potentialities in 16mm, such as the optical track 
printer; timing, fades, dissolves, scene-to-scene 

color corrections, invisible splices without notching 
originals ; direct electric printing and many others. 






No, 16mm is just beginning. Depend on it for 
your next film project and, of course, depend on 
Precision to do exactly the right job in 

bringing life and sparkle to the best of your 
production efforts. 


you'll see a and hear 





Frum 


CABORATORI ES, tne 


21 West 46th Street, New York 36, New York 


A DIVISION OF J A MAURER, INC 


In everything, there is one best . - in tilm processing, it's Precision 
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.-- FOR GIVING SOUTH BEND-ELKHART 

TELEVISION VIEWERS THE TYPE OF 

PROGRAMS THEY PREFER. THE TOP 26 

NETWORK TV PROGRAMS IN THIS AREA 

ARE CBS SHOWS— WSBT-TV CARRIES 
f THEM ALL, EXCLUSIVELY. 





AN -The television audience surveys of the South Bend Market 
/ >] all tell about the same story. WSBT-TV DOMINATES 
Ps ‘oe market. The latest survey, made by the American 
Research Bureau (Nov.. 1955) gives further proof. It 
reveals that in the South Bend-Elkhart market. . . 


¢ The top 26 network TV programs in this area are CBS shows — 
carried by WSBT-TY exclusively! 


* The 31 most popular TV programs, both local and network —(37 
of the top 40, and 42 of the top-rated 50!) are carried by WSBT-TV. 


* During the prime evening viewing hours (6:00 to 10:30) almost 
3 times as many people watch WSBT-TV as any other single station— 
the WSBT-TV audience is greater than the combined total of all other 
stations which can be seen in this area! 


¢ When the same program was carried by all three local stations at 
the same time (President Eisenhower. Nov. 11), WSBT-TV enjoyed 
a viewing audience 14 times greater than the next closest station. 







Get all the facts on WSBT-TV and its prosperous 14- 
county coverage area. Learn more about this remarkable 
market where 95% of the TV homes are UHF —" 
to receive WSBT-TV. Write for free market data bo 


FIVE TOP-RATED SHOWS OF EACH OF THE SOUTH BEND- 
ELKHART STATIONS—AND THE RATINGS OF EACH SHOW 








WSBT-TV STATION ‘‘A”’ STATION ‘‘B” 

Program Rating Program Rating Program Rating 

1. $64,000 Question 57.0 tux Theatre 24.2 Pro Football 21.4 

2. 1 Love Lucy 56.6 Hit Parade 23.5 Disney land 19.6 

3. Ed Sullivan 51.8 Perry Como 20.2 Lawrence Welk 18.0 

_ ==] «C4. I've Got A Secret 48.1 Roy Rogers 18.1 Rin Tin Tin 13.7 
5. Climax 47.9 George Gobel 18.0 Dollar A Second 10.9 

















SOUTH 
BEND, 


IND. 


CHANNEL 
CBS... A CBS BASIC OPTIONAL STATION 34 


ASK PAUL H. RAYMER COMPANY © NATIONAL REPRESENTATIVES 
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of 1955 Campbell advertised its frozen 
soups on 48 stations and, in a separate 
campaign, promoted its full soup line 
in three markets. Leo Burnett, Chi- 
cago, is the agency. 

Carnation Co. plans heavy use of 
spot in 1956. At present it is in 125 
markets with CBS Television Film 
Sales’ half-hour Annie Oakley series. 
In addition it has announcement cam- 
paigns on a number of stations. The 
Albers division of the company will use 
the MCA-TV Film Syndication series, 
Waterfront, in 16 markets, beginning 
early this year. Last year Carnation 
used eight campaigns on nearly 150 
stations. Erwin Wasey Inc. is_ the 
agency. 

Chesebrough-Pond’s Inc. “will be 
continuing our spot activity at about 
the same rate as the last six months of 
1955,” according to Albert Richard- 
son, advertising manager. “We are 
firmly convinced that spot television 
has done a job for us and will continue 
to do so,” he says. During the past 
year the company used more than 100 
stations. McCann-Erickson, New York, 
is the agency. 


Testing “Today” 


Cluett, Peabody & Co., last year in 
a few scattered markets for Sanforiz- 
ing, has not yet made final 1956 plans. 
“We tried a test on Today and we are 
still evaluating this,” says J. Baxter 
Gardner, vice president in charge of 
advertising. “There is a good possi- 
bility we might use tv, but we haven’t 
made up our minds in what way. We 
may try spot, of course. Although we 
have to think about a year ahead in our 
advertising schedules — we are now 
involved in thinking for the fall of 
1956 — we may still decide to do some- 
thing for this coming spring season.” 
Young and Rubicam, New York, has 
the account. 

Colgate-Palmolive Co., which drops 
the NBC-TV Comedy Hour this month, 
will put the money back into tv, but the 
form the investment will take has not 
yet been decided. Many brands shared 
the Comedy Hour budget, and each 
will have a part in deciding how the 
money will be used. Spot will prob- 
ably get as much as last year, if not 
more. During the first quarter of 1955 
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vel 
Revenue from Time Sales 
(Does not include talent or production costs) 
($ Millions) 

Network Spot Local Total 
1949 $ 10.8 $ 7.3 $ 95 $ 27.5 
1950 35.0 25.0 30.4 90.5 
1951 97.1 59.7 51.3 208.1 
1952 137.7 80.2 65.3 283.1 
1953 171.9 124.3 88.5 384.7 
1954 241.2 176.7 120.1 538.1 
1955* 313.5* 236.7* 154.9* 705.1* 
1956* 408.1* 317.1* 199.8* 925.0* 


All figures FCC except those marked * which are Tv AGE estimates based 


on Business Barometer reports. 





Colgate-Palmolive had 16 different 
schedules active on a total of 215 
stations. 

Commercial Solvents is planning to 
step up its spot campaigns for Peak and 
Nor-Way antifreezes. Fuller & Smith 
& Ross is the agency. 

Consolidated Cigar plans to put a 
good share of its budget into spot tele- 
vision in 1956. Currently, the company 
is looking for a program for the New 
York market and sports show partici- 
pations in other major cities, as well 
as announcement schedules. Erwin 
Wasey, New York, has the account. 

Continental Baking Co. is sponsor- 
ing CBS Television Film Sales’ Annie 
Oakley in around 70 markets. Plans 
are to expand this coverage until the 
show is in every Continental market. 
“We will continue to-use spot for both 
bread and cakes,” says Lee Mack Mar- 
shall, advertising manager. “Chances 
are we will step up our spot announce- 
ments.” Ted Bates is the agency. 

Diamond Crystal Salt Co., with its 
new agency, Ogilvy, Benson & Mather, 
New York, is still formulating its ad- 
vertising plans but expects to include 
television spot this year. 

Drewrys Limited U.S.A. is just start- 
ing the TPA syndicated series, Susie, 
in 13. midwestern markets. MacFar- 
land, Aveyard & Co., Chicago, has the 
account. 

John H. Dulaney & Son, Inc. is con- 
sidering going into southern markets 
with its frozen foods after the first of 
February. Erwin Wasey, New York, 
is the agency. 

E. I. Du Pont de Nemours Co. i 


s 
currently evaluating results from its 


fall television programs, preparatory 
to making plans for 1956. In all prob- 
ability more television spot will be 
used. In the first three months last 
year the company was on more than 
40 stations in all parts of the country 
with institutional advertising. BBDO, 
New York, is the agency. 

Florida Citrus Commission will con- 
tinue its present spot campaign which 
started in September. They are ex- 
pected to increase the frequency of 
placements in some markets. Benton 
& Bowles, New York, is the agency. 

Gillette Safety Razor Co. will con- 
tinue its use of network television in 
1956 but has no present plans for spot. 
Spot is “used periodically for special 
promotions” on both safety razors and 
blades. Last year the company was on 
some ten stations during the first three 
months of the year. The Maxon 
Agency, New York, handles the ac- 
count. 

Glamorene, Inc. is expecting to place 
its 15-minute demonstration film in 100 
markets at the conclusion of its cur- 
rent saturation minutes series. Product 
Services Inc., New York, has the ac- 
count. 

Goodyear Tire & Rubber Co. co- 
operates with its dealers in placing 
television spot. “We expect more and 
more dealers to go into spot in 1956,” 
says K. C. Zonsius, director of advertis- 
ing. “We fully expect an expansion of 
activity.” Young & Rubicam is the 
agency for the company. A campaign 
is being planned and is expected to 
start this month. 

Robert Hall Clothes Inc. will review 
its schedules this month but expects to 


expand spot television bigger than ever 
around the middle of February. First 
activity is expected in California mar- 
kets with openings of 12 new stores 
in that area. Schedules of 100 spots a 
week are expected then. Frank B. 
Sawdon, New York, is the agency. 

Hammond Organ Co. has asked for 
availabilities for half-hour shows start- 
ing in January. Young & Rubicam, 
New York, is the agency. 

Hercules Powder Co. will increase 
its tv spot activity for Toxaphene in 
agricultural areas, particularly the cot- 
ton belt, this year. Fuller & Smith & 
Ross has the account. 

Lambert-Hudnut Division of War- 
ner-Lambert Co. “will be using more 
and more spot in 1956” on a sectional 
basis, according to Ernest P. Zobian, 
vice president in charge of advertising 
and production development. Lambert 
& Feasley Inc., New York, is the 
agency. Last year, during the first 
quarter, Pharmacal went into four mar- 
kets with a Listerine antiseptic sched- 
ule, ten markets with spots on Listerine 
dentifrices, three markets with a com- 


(Continued on page 70) 





IN THE 


Industrial Heart 


OF AMERICA’S 


Tri-State Area 
It’s TV’s 





Selling 1% million customers in 
Huntington - Ashland - Charleston 
Ironton - Portsmouth. 


316,000 watts of V.H.F. power 


WHTN-TV 


BASIC ABC 


| Greater Huntington Theatre Corp. 
Huntington, W.Va. Huntington 3-0185 
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bination of both and twenty markets 
with the two products plus the tooth- 
brush. 

Thomas Leeming & Co. is using 
spot television for Ben-Gay in about 
50 markets. William Esty, New York, 
handles the account. 

Lehn & Fink Products Corp. has 
picked up the option for the rerun of 
I Love Lucy on the CBS Television 
network. Only a small amount of spot 
will be placed to cover the few markets 
not getting The Lucy Show. Dorothy 


Gray Ltd., a subsidiary which used to 
share in The Lucy Show, will no longer 
do so, putting all of its advertising 
budget into print. McCann-Erickson, 
New York, is agency on the account. 
Lever Brothers is about ready to 
start a full-scale spot campaign for 
Dove which has been tested in a half 
dozen markets during the latter part 
of 1955. Ogilvy, Benson & Mather, 
New York, is handling the account. 
Manchester Hosiery Mills, which was 
in nine markets with spot television 
before Christmas, is expected to start 
another campaign before Easter. Dur- 





“WIBW-TV 


HAS 


THE 


| 


| 


CLEAREST 


PICTURE’ 


— that’s what TopekAREA viewers told Dr. 
Whan’s surveyers!* Add the clearest picture to 
a proven preference for WIBW-TV’s sports, news, 
weather, and farm service, and you have the 
reason why WIBW-TY is most watched through- 
out the farms and small towns in 20 Kansas 


counties. 


* Dr. Forest Whan’s TV Study of the 
TopekAREA Audience, a gold mine of 
hard-to-find information on listening 
habits, is yours for the asking. Just 
call your Capper man or write Topeka. 
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CBS 
ABC 


TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 


KCKN in Kansas City 
Rep: 
Cappers Publications, Inc. 


WIBW & WIBW-TV in Topeka 


ing the same period last year the firm 
was in four major markets. Bohn Ad- 
vertising Co., Boston, is the agency. 

Marlboro Cigarettes, a division of 
Philip Morris, will be promoted exten- 
sively on spot. Leo Burnett is on the 
account. 

Melville Shoe Corp., maker of Thom 
McCann shoes, is considering spot tele- 
vision for 1956. Melville used a small 
amount of spot television early last 
year. Ogilvy, Benson & Mather, New 
York, places the advertising. 

The Mennen Co. has placed the ABC 
Film Syndication series, Passport to 
Danger, in 29 important markets start- 
ing this McCann-Erickson, 
New York, is the agency. Mennen was 
extremely active in spot during the 
first quarter of 1955 with campaigns in 


month. 


more than fifty markets. 
Miles on 173 Stations 


Miles Laboratories, Inc., used 173 
stations in five different campaigns 
during the first three months of last 
year. This year, according to Charles 
W. Tennant Jr., advertising director, 
“Miles Laboratories plans to continue 
spot television at about the same rate 
as in 1955.” Geoffrey Wade Adv., 
Chicago, places the business. 

“Philip Morris for the immediate 
future plans to go along with tv spot,” 
says Roger M. Greene, director of ad- 
“But we 
are constantly reviewing programs,” 


vertising for the company. 


he adds. Biow-Beirn-Toigo has plans 
the Philip 


Morris tv spot coverage mapped out 


to increase and extend 


and ready, waiting for the company 
go-ahead. Latest Philip Morris sales 
reports will determine when, and if, 
the spot coverage will be increased. 

The National Brewing Co. is con- 
tinuing to buy announcements and is 
also looking for half-hour films. W. B. 
Doner & Co., Baltimore, handles the 
account. National used around 20 mar- 
kets in spot television last year at this 
time. 


National Dairy Products Corp., 
sponsor of Kraft Theatre (9-10 p.m., 
Wed., NBC-TV) and Big Top (noon-l 
p-m., Sat., CBS-TV), does not itself 
sponsor any spot but its subsidiary 
companies do. A spokesman for the 
company says: “For 1956 the spot 

(Continued on page 72) 
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Wall Street Report 


Phenomenal CBS Growth.Columbia 
Broadcasting System’s growth in the 
past ten years has been just this side 
of phenomenal and there’s ample 
evidence that the financial community 
thinks the growth potential within the 
next two years may push it up into 
new peaks of both revenue and earn- 
ings. 

Back in 1946 Columbia had emerged 
from the days of World War II with a 
vastly wider fame, due primarily to 
the excellence of its wartime reporting, 
sales of $67 million and a net profit of 
$5,795,896. At that time there were 
over 1,900,000 shares of Class A and 
B common stock outstanding. 

Then the company was just enter- 
ing—along with the rest of the in- 
dustry—the tv era. However Columbia 
remained, as did most of the firms in 
the industry, predominantly a radio 
broadcasting operation until the final 
half of 1949. In the period between 
1946 and 1949 the company’s sales 
had climbed, slipped and _ climbed 


again to over $74 million. 


Impact of Television. It was in 1950 
that the impact of tv began to make 
itself felt in dramatic fashion. In that 
year it’s worth noting that the network 
started out boasting six of the ten 
most popular programs in the new 
medium including Arthur Godfrey’s 
two shows, Talent Scouts and Friends, 
The Goldbergs, Toast of the Town, 
Studio One, and Suspense. By the end 
of the year the company’s revenues 
had vaulted upward by $13 million. 
Earnings however actually dipped, re- 
flecting the costs incurred in building 
the new medium, to $4,105,329. 

But CBS was now holding a lion- 
like industry by the tail and had no 
choice but to tighten its grip and ride 
away. Here’s a chart showing what 
happened in the next five year period. 

Net Sales Earnings 

1951 $146.4 million $ 6.3 million 
1952 $194.1 million $ 6.4 million 
1953 $237.0 million $ 8.89 million 
1954 $280.3 million $11.4 million 
1955 $300-+ million $12 + million 
(estimated ) 

Actually the Columbia future de- 


pends on just how one calculates the 
timing and potential of color television. 
In the financial community the era of 
mass production of low-priced tv sets, 
coupled with stepped up color telecast- 
ing is expected within the next 18 
months. Once it arrives the estimates 
are that Columbia revenue will ride 
almost immediately up to a new level 
in the $400 million range with earn- 
ings mounting to the $20 million mark. 


Earnings Behind Sales.F or the past 
year Columbia’s earnings did not keep 
pace with the sales gain. This is due 
primarily to the headaches that have 
plagued the company on its set making 
and tube manufacturing operations. 
There has been heavy price cutting on 
tubes which has had its effect on CBS 
profits in that division. The set manu- 
facturing operations have had trouble 
in two directions. The profit margin 
on sets has been small and Columbia 
has not been able to set up, as yet, a 
strong distribution system for its tv 
and radio sets. 

A move to correct some aspects of 
this came last August when tv set prices 
were raised by $10 to $20 per set. 
But the organization still requires 
further strengthening before the full 
potential will be realized. 

The Columbia record division, while 
a comparatively small operation, is a 
profitable one. In conjunction with 
the growth of hi-fi equipment it is 
possible that there can be a sharp in- 
crease in the sales and profits of this 
end of the operation. The recent move 
starting a monthly subscription long- 
playing record club promises to open 
new markets. Initially, Columbia claims 
the idea has met with “very satisfactory 
response” from both the dealers and 
the public. But it is a long term 
proposition that will require develop- 


ment. 


Gain Is Modest. The lag in profits 
from the tube and receiver making 
divisions explains why the earnings 
in the first 39 weeks of the last year 
hit $8,700,000, only a modest gain 
over the $7.2 million earned in the 


(Continued on page 96) 
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activity of our companies should be up 
at least 10 per cent.” 

National Paper Corp. of Pennsyl- 
vania is looking for television spots in 
about 35 markets for its Swanee prod- 
ucts. Hilton & Riggio, New York, is 
the agency. 

The Nestle Co., sponsor of Stage 
Show (8-8:30 p.m., Sat., CBS-TV), 
will continue active in the spot field as 
well. A spokesman says: “The Nestle 
Co. will be continuing a widespread 
program of tv spots on a sustained 
basis for the next year.” During the 
first quarter of 1955 the company was 
in more than 50 markets with spot 
McCann - Erickson, New 
York; Dancer-Fitzgerald-Sample, New 
York, and Bryan Houston, New York, 


schedules. 


all handle various products for the 
company. 

Pennzoil Co., which used a few mar- 
kets during the first quarter last year, 
is expected to increase spot advertising 
of its gasoline and oils on a regional 


Fuller & Smith & Ross, New 


basis. 






FIRST IN DETROIT 
© PROGRAMMING 
© EXPERIENCE 
© SALES RESULTS 

ASK DETROITERS! 





WORLD'S FIRST RADIO STATION 
Owned and Operated by THE DETROIT NEWS 
National Representatives: FREE & PETERS, INC. 
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Month-by-Month Trends 


Percentages compare month with previous month 


Local 

1954 1955 
Jan. —10.1% —6.5% 
Feb. 1.6 1.7 
Mar. 14.3 15.9 
Apr. 7.5 1.7 
May 2.3 2.9 
June —4.0 —6.4 


From Tv AGE Business Barometer. 


York, is the agency. 

Dr. Pepper Co. is beginning its big- 
gest television campaign, up 100 per 
cent over last year when the company 
was in more than 30 markets at this 
season. Grant Advertising, Chicago, is 
in charge of the company’s advertising. 

Procter & Gamble Co. anticipates 
“continued heavy use of tv spots in 
1956.” Currently, the company is start- 
ing a campaign in 90 markets for 
White Lava soap, using minutes and 
20’s (see December Spot Report). The 
campaign followed a highly successful 
test conducted last spring on the west 
coast. Leo Burnett Co., Inc., Chicago, 
is the agency. The company is also 
testing Big Top Peanut Butter in six 
markets. Compton Advertising, New 
York, handles this account. Last year 
Procter & Gamble was the leading spot 
advertiser during the first quarter of 
the year with no fewer than 34 cam- 
paigns on a combined total of more 
than 700 stations. 

Quaker Oats Co., a large user of net- 
work television, does not plan heavy 
use of spot but is expected to continue 
promotion of selected products in mar- 
kets not covered by its network pro- 
grams. During the first quarter of 1955 
Quaker bought spot on about 20 sta- 
tions, mostly advertising its Ken-L- 
Ration and Mother’s Quick Oats. 

Serutan Co. is planning changes in 
its television advertising. Fred Apt, 
director of media, says: “Our spot 
activity in 1956 will be somewhat less 
than last year because of our contem- 
plated network expansion. At the end 
of December we are starting with Sun- 
day News at 11 on CBS Television.” 
In the first quarter of 1955 Serutan 
had a campaign in some 20 markets. 


1954 

—7.4% 
4.8 
14.2 
0.3 
6.7 
= Tt 


Spot Network 

1955 1954. 1955 
—3.2% 1.9% 1.5% 

7.1 3 —1.7 

12.4 12.9 6.7 

0.5 —2.4 —2.7 

3.8 4.7 32 

—6.9 —6.1 —6.4 





Edward Kletter Associates, New York, 
handles the account. 

Sherwin Williams Co. is planning to 
increase its spot on a regional basis. 
The company used a few markets to 
promote its Kemtone in the first quar- 
ter last year. Fuller & Smith & Ross, 
New York, is the agency. 

Standard Brands, the fourth most 
active spot television user in the first 
three months of 1955, is expected to 
increase that use this year. Last year 
the various companies connected with 
Standard Brands used eight campaigns 
228 stations. Tenderleaf Tea, 
Chase & Sanborn coffee, Blue Bonnet 
Margarine, Royal Desserts and Pud- 
ding and Fleischmann’s products are 


and 


the subsidiaries most active. 

State Pharmacal Co. plans a record- 
setting advertising budget of $1 million 
to promote its All-in-One reducing 


While media will 
and 


capsules. include 


newspapers trade publications, 
spot television and radio will be used 
extensively. Schwimmer & Scott, Chi- 
cago, is the agency. 

The Toni Co., a division of Gillette 
Safety Razor Co., will continue as one 
of the big spot users in 1956. During 
the first three months of 1955 The 
Toni Co. was on nearly 100 stations in 
all parts of the country. 

Whitehall Pharmacal Co., a division 
of American Home Products, is in- 
creasing its network television by spon- 
soring the 15-minute CBS-TV Douglas 
Edwards News show three times, in- 
stead of once, a week. They also par- 
ticipate on the NBC-TV shows, Today 
and Tonight. In spite of this increase 
in network activity the company will 
not cut down on its spot advertising. 















Philco (Continued from page 45) 
schedules. ) 
But when that right time comes, it 
means a major buy, for Philco has 
given over to television an important 
segment of its estimated advertising 
total. Including co-op efforts, its ad 
costs are said to range between $24 
and $26 million. 

Some observers, however, expect 
Philco not to match tv competition 
but to outstep it. While these people 
have a single argument, the importance 
of that argument cannot be overesti- 
mated: The Philco Corp. is a pace- 
setting master at marketing. 

President James H. Carmine, an 
expert in the field, says, “Marketing is 
probably the most important influence 
today in the economy of the United 
And, significantly, the 53- 


year-old chief executive considers tele- 


States.” 


vision of “great service as a marketing 
tool.” 


Competitive Period 


“Those of us who work in our indus- 
try,” Mr. Carmine continues, “believe 
we are now in the most competitive 
period we have ever known. Frankly, 
we do not see any end to that period.” 

Pointing out that companies in the 
same industry are competing “vigor- 
ously” for domestic markets, that man- 
ufacturing skills “must be improved” 
to keep products competitive in world 
markets, Mr. Carmine identifies the 
present as a period of “intense creative 
activity.” There is, he notes, “no such 
thing as an entrenched or unassailable 
position in the electronics or appliance 
business.” 

Yet there are beneficial factors in 
the American marketing picture. The 
most important, he feels, is simply that 
“there are fewer poor people.” With 
40 per cent of American families earn- 
ing an annual income over $5,000, the 
appliance demand today is not for 
price leaders, but for deluxe models. 
(Philco’s best selling tv set is a 24-inch 
console that retails for $400; in re- 
frigerators, a two-door model in the 
$450-$500 bracket.) 

Further, the rise in income has pro- 
moted a move to the suburbs and an 
affinity for “better, easier living.” 
That, in turn, has led to greater 
“exposure” of comfort-producing prod- 
ucts. And all this is multiplied by an 





JAMES M. SKINNER, JR. 
V.P. & Gen. Mgr. Tv Division 


obvious, yet important marketing fac- 
tor: the population continues to grow 
rapidly. 

A market of that description, Mr. 
Carmine explains, calls for new “bench- 
marks” for growth industries. Philco’s 
choice: to promote, not the low-cost 
item, but quality products and special 
features. 

For tv, specifically, he sees a record- 
breaking 8 million sets produced this 
year with the unit of sale also rising. 
In short, there is no sign of the satura- 
tion that economists sighted several 
years ago. 

But for the tv industry as a whole, 
Philco executives have made an even 
more important decision — on color. 
Although it has long been interested 
in color, has done extensive research* 
in it and, this year, has marketed its 
first color sets, Philco has also been 
described as one of the “heel-draggers” 
Now, however, the 
corporation policy is that “color tele- 


in multichrome. 


vision will be one of the great new 
businesses of our age.” 

“The infivence of color television, 
eventually, on our lives, on the enter- 
tainment habits of our people and on 
the established forms of advertising 
and merchandising will be one of the 
most important developments in busi- 
ness during the current decade,” Car- 
mine eulogizes. 

The facts are clear, howevcr. Philco 
has spent “more than a score of years” 

(Continued on page 74) 

*The 1956 Vladimir K. Zworykin Television 


Prize was given Philco’s executive engineer, 
Frank J. Bingley, for his color tv studies. 
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In looking 
overthe 


OBVIOUS 


Don't 
overlook > 
the 


POSITIVE! 


\ 4 
‘It's this, simple! 
"In only 114 days of commercial opera- 
_ tion WNDU-TV has achieved the Number 2 
position* of audience dominance in the 
South Bend-Elkhart market. This impressive 
showing expresses eloquently the accep- 
tance of WNDU-TV by the more than 200,000 
families it serves and the confidence 
shown this station by its advertisers both 
local and national. We are proud and thank- 
"ful for this auspicious beginning. In only 
114 days, we couldn't ask for more. 


* Total “Firsts” by quarter-hour seg- 
ments according to ARB Nov. 6-12. 


Represented Nationally 
¢ by MEEKER TV 








CHANNEL 46 





Philco (Continued from page 73) 
and “millions of dollars” on color, 
alone. It is experiencing its highest 
today in color development, 
engineering and production. These 
costs won’t come into balance with 
production schedules until late 1956 
or 1957, the time Carmine sees multi- 


costs 


chrome as “an important influence in 
the mass market.” 

But once in, color will sell in “tre- 
mendous” volume because the market 
has been pre-sold. Says Carmine flatly, 
“Color will really be something to 
reckon with.” 

Philco’s point is not without pur- 
pose, however. It seems a safe guess 
that the research and engineering pro- 
gram—said to clip off a neat total of 
some $21 million annually — is about 
ready to pay off in the form of Philco’s 
long-known but still-to-be-demonstrated 
color tube, code-named “apple.” 

The apple, like its name, is resplend- 
ent in its simplicity. It is a single-gun 
tube, whereas that used in most color 
sets today requires three. It is similar 
enough to the standard b&w tube to 
permit production on essentially the 
same assembly line, thus making it 
the cheapest tube among those known 
to be serious entrants in the color race. 
And it gives a square-faced, 21-inch 
picture surface. 


Color in 1956 


Philco is not shaking the branches 
of its apple tree, but president Carmine 
recently made a public statement that, 
“In 1956, we feel, our manufacturing 
and engineering techniques will have 
advanced to a point where color tv 
receivers will come off the production 
lines in greater and greater numbers.” 
Color specialists seem to agree with 
his implication: No new color tubes 
are expected on the market before next 
fall. As Mr. Carmine says, “It’s a 
long, hard process.” 

But — if and when — Philco’s exclu- 
sive color development will give a rosy 
hue to earnings and also to its patent 
position, even now considered strong. 
It has managed to operate since Jan. 
1, 1955, without a licensing agreement 
with RCA, the only tv-radio manufac- 
turer to do so. It reportedly owns 
several hundred important patents out- 
right and, of course, has applications 
pending for “hundreds” more. 









RAYMOND B. GEORGE 
V .P.-Merchandising 


Much of the corporation’s vigor 
comes from a knowing, experienced 
and inter-cooperative management 
team. Philco recently took statistical 
stock of its top 22 men and discovered 
that, with a mean age of only 47 years, 
they have spent, impressively, an aver- 
age of 221% years with the company. 

President Carmine, for example, has 
been there 32 years. He started as an 
auto battery salesman in the Philadel- 
phia area, went to Syracuse as division 
manager by 1928 and later held the 
same job in Buffalo and Cleveland. 
When the company went into radio 
manufacture in 1928, his services in 
merchandising won him promotion to 
Chicago as midwest sales manager in 
1932. He 
sales manager at Philadelphia head- 
quarters in 1939, general sales man- 


became assistant general 


ager two years later. 

In 1942, Mr. Carmine was elected 
a vice president (in charge of mer- 
chandising) and a director; in 1948, 
vice president in charge of distribu- 
tion; in 1949, executive vice president. 
He was named top man Aug. 1, 1954. 

Yet, insiders know their corporate 
ship has a keel as well as a sail. It is 
chairman William 
59. Associates 


board Balderston, 
describe him as a 
methodical, purposeful man who re- 
flects his training as a civil engineer. 
In corporate effect, however, he is an 
active co-leader along with president 
Carmine. That the two work 
closely together as a team is literally 
true; they have adjoining offices, with 
Mr. Carmine still retaining the quarters 


men 


he occupied as Balderston’s executive 














vice president. 

A native of Idaho and a graduate 
of the University of Wisconsin, Mr. 
Balderston joined Philco in 1930. He 
organized the car manufacturers divi- 
sion in Detroit, and the company still 
credits the popularity of auto radios 
in general—and its own leadership in 
the field—to Mr. Balderston’s work at 
that time. 

During the second world war, Bal- 
derston headquartered in Washington 
where he acted as liaison between his 
company, the Army and the Navy, end- 
ing up with a Certificate of Merit 
issued by Presidential order. One of 
the reasons was the way he — and 
Philco — handled contracts. 


Air Force Emergency 


Shortly after Pearl Harbor, for in- 
stance, the corporation got an emerg- 
ency call from the Commanding Gen- 
eral at Wright Field. The Air Force 
needed some radar equipment fast, but 
it required weeks to produce. Philco 
said they could do it in 18 days—and 
did. But to meet the deadline, the first 
samples were completed—and tested— 
en route to the air base, in a mobile 
lab set up in a baggage car. Needless 
to say, Philco got the fat contract it 
sought. 

In 1944, Balderston was made vice 
president of operations and supervised 
reconversion to peacetime production. 
He became executive v.p. two years 
later and was named president in 1948. 

Today, as board chairman, he’s 
undertaking a big program of patent 
licensing ard continues to head up 
research and development. In fact, he 
reports 48 per cent of Philco’s business 
last year was in products created by 
its research labs in the preceding ten 
years. 

Executive vice president is John M. 
Otter, who joined the company as a 
salesman in 1926. “Tv is a promotion 
business,” Otter has been quoted as 
saying, “and Philco is one of the out- 
standing promotion companies in the 
business.” 

Noting that the top 20 companies 
do 90 per cent of the total tv receiver 
volume and that the first four do “90 
per cent of that 90 per cent,” he sum- 
marizes: “So you have competition, 
and selling is promotion and merchan- 
dising—getting dealers to push your 
merchandise rather than some one 








Commercial Tv Tops 


Commercial television in Bri- 
tain is running away with the 
ratings. A recent report by the 
Nielsen Organization of Oxford 
indicated that nine of the eleven 
most popular tv programs were 
on the commercial system. 





Top position was held by a 
Sunday night variety show re- 
plete with jackpot prize; second 
and third spots were also copped 
by give-aways in economy-con- 
scious London. All three pro- 
grams were on the commercial 
network. 

The survey of sets equipped 
to receive both the non-commer- 
cial BBC channel and that of the 
sponsored programmers covered 
the week ending Oct. 30. The 
commercial system had begun 
only a month earlier, Sept. 22. 











? ” 


else’s.” Philco’s gimmick at the moment 
is a contest among retail salesmen 
working in Philco-stocked stores: The 
56 winners will get a free, three-week 
flight around the world. 

Jack Otter’s job, of course, is help- 
ing his chiefs to oversee the corpora- 
tion’s two production areas: Consumer 
Products and Government and Indus- 
trial Products and Services. These are, 
in turn, divided into divisions, with 
the following coming under consumer 
goods: 

Television division, the corporation’s 
largest, is headed by vice president 
and general manager James M. Skinner 
Jr., whose father was a Philco presi- 
dent until 1939. The Junior Mr. Skin- 
ner was promoted to his new post 
just a few weeks ago. 

The Appliance division, second larg- 
est in volume, is supervised by Ray- 
mond A. Rich, vice president and 
general manager. A more recent addi- 
tion to the executive roster, Mr. Rich 
joined the company in 1949. During 
the war he was assistant to the chair- 
man of small war plants operations, 
Washington. 

The Radio division, Philco’s fourth 
largest, was split recently into the 
Home Radio division and the Auto- 


motive division. Henry Bowes, who 





joined the company in 1936 in auto- 
motive accounts, Detroit, is general 
manager for home radios. The Auto- 
motive division is under William H. 
Chaffee, vice president and general 
manager who formerly headed the 
Radio division. Mr. Chaffee’s 
with Philco more than 20 years. 

The Accessory division is managed 
by James J. Shallow; Philco Distribu- 
tors, Inc., by vice president Harold R. 
Sheer, and Philco International Corp. 
by Sydney L. Capell, president. (The 
latter has distributors in every country 
outside the Iron Curtain.) 

The Government and _ Industrial 
Products group has only two divisions, 
the G and I division and the Technical 
Representative division. Joseph H. 
Gillies, vice president and general man- 
ager and vice president of manufac- 
turing for the whole Philco Corp., 
heads the former important section. 
He joined up in 1929 as a factory 
engineer. The latter division is guided 
by vice president Robert F. Herr. 

Divisional executives are stimulated, 
according to president Carmine, by 
(Continued on page 105) 


been 





WNERSHIP of television 

sets continues to increase 
so rapidly in Iowa that it’s still 
hard to keep up with it. 
The 1955 Iowa Television Audi- 
ence Survey was made in March- 
April, 1955. At that time 74.2% 
of all Iowa homes had television 
sets — a 25% increase over the 


same period in 1954! 


There are now more than 302,000 





television sets in WHO-TV’s 
Central Iowa — and 355,100 
families. WHO-TV is giving 


them the best programming there 
is — from the tallest antenna in 
the State. 


Ask Free & Peters for the facts ! 


WHO-TV 


Channel 13 - Des Moines + NBC 








Col B. J Palmer, President 

P A Loyet, Resident Manager 
Free & Peters, Inc. 
National Representatives 
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News Beat 


The news staff of KSTP-TV-AM 
Minneapolis-St. Paul recently 
scored, for the third time in its 
history, a news beat of national 
importance. The station has what 
it calls “the largest tv-radio news- 
gathering operation in the coun- 
try, some 36 reporters, photog- 
raphers (for 
other news set-ups see “Home- 
town News,” TELEVISION AGE, 
December, 1955). 


The sequence: In early Novem- 
ber, a Minnesota bank cashier 
disappeared, along with $14,000 
in traveler’s checks and $1,800 
in silver. On Nov. 25, KSTP presi- 
dent Stanley Hubbard got a tip 
that a snow-covered body had 
been 
and, within an hour, aired a 
teaser bulletin on KSTP news. 
Within an hour and a half, at 
5:45 p.m. and 6 p.m., both the 


radio and tv outlets carried an 


and technicians 


found on a distant farm 


exclusive story of the discovery, 
with near-positive identification 
that it was the bank cashier’s. 
Exclusive pictures were telecast 
at 10 p.m., with KSTP-TV scoop- 
ing all papers, radio and tv sta- 
tions and supplying the copy- 
righted story to the Associated 
Press. 


George Moses, chief of the A.P. 


Bureau, later wrote the stations 








to congratulate their “resound- 
ing beat” and to thank them for 
sharing the news and “those ex- 
cellent pictures” with the A.P. 

The next day, Nov. 26, the 
station led the way again with 
a tape-recorded and exclusive, 
filmed coroner’s report. Nov. 27, 
KSTP aired a filmed statement 
from the County Attorney calling 
the death a murder. On Nov. 28, 
the station had located a leading 
suspect in Texas and presented 
a recorded denial from him, 
again as an all-media first. 

Two notes of irony in the 
whole story: The murdered man 
was named Lindbergh, and he 
worked in a bank at Thief River 
Falls. 
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Wash. Memo (Cont'd from 65) 


on whatever recommendations it may 
contain. Should the agency decide that 
the network regulations need revision, 
rule-making proceedings would be in- 
stituted and comments invited on pro- 
posed changes. Because of the impor- 
tance of any such revisions to the 
television industry, it would be likely 
that formal hearings would be held. 


HIGH GEAR BY SPRING. Within a 
few weeks, Dean Barrow expects that 
his full staff, to consist of about 20 
professional and clerical personnel, 
will have been selected. By early 
Spring, he anticipates that the inquiry 
will be in high gear... During the Sum- 
mer, he will spend .full time on the 
study. 
between Washington and Cincinnati on 
In his absence, 
he will have a deputy director who will 


Until then, she will commute 
a week-to-week basis. 


be in charge of the operation. 

At this writing, Dean Barrow has 
made eight appointments to his staff. 
He has selected as executive secretary 
Louis H. Mayo, Assistant Dean of 
George Washington University Law 
School, who conducts a course in com- 
munications law. As staff consultant on 
advertising and marketing, he has 
brought in Harry J. Nichols, until 
recently a member of the advertising 
firm of Mumm, Malloy and Nichols, 
Inc., of Columbus, O. 

Other appointments are Dr. Hyman 
H. Goldin, who will continue as chief 
of the Commission’s Economics Divi- 
sion; Ashbrook P. Bryant, a trial at- 
torney in the FCC Broadcast Bureau; 
James F. Tierney, a Washington lawyer 
who has served as consultant to the 
Small Business Adminis‘ration; Peter 
Gerland, an economist, who has had 
experience with various government 
agencies; Dr. Jesse Markham who is 
an Associate Professor of Economics 
at Princeton University; and Dr. War- 
ren Baum, an economist with the Rand 


Corp. 


ALLOCATIONS SURPRISES. 
The current allocations proceedings 


before the FCC brought some unex- 
pected proposals to help stations, the 
most surprising of which was General 
Electric Company’s recommendation 
that the FCC seriously consider the 
possibility of putting all tv in ultra 





high before adopting any alternative 
solution to the problem. As far as the 
cost to the public is concerned, General 
Electric suggested that set conversion 
could be accomplished over a period 
of five to seven years through the 
normal process of replacement pur- 
chase. During this period, the public 
would buy either all-channel or uhf- 
only sets and vhf stations would oper- 
ate on a dual basis, transmitting pro- 
grams on both vhf and uhf, until the 
uhf viewing audience is developed. 

There is nothing particularly new 
about this idea. Former FCC Comr. 
Frieda Hennock urged it repeatedly 
before the Senate Commerce Commit- 
tee last year and Wayne Coy, during 
his chairmanship of the FCC, tried to 
arouse interest in it before the freeze 
was lifted and stations were licensed. 
What’s new is that G.E., which owns 
a vhf station in Schenectady, N. Y., 
should propose it. However, when one 
considers that G.E. may have a far 
bigger stake in development of super- 
power uhf transmitters than in its 
Schenectady station, its proposal be- 
comes quite understandable. 


CBS DATA. In its comprehensive 
document proposing the use of vhf 
drop-ins to solve the allocation prob- 
lem, CBS offered some enlightening 
data on the cost of an all-uhf service. 
The most serious effect of shifting 
vhf to uhf, it found, would be a loss 
of tv ‘service to from three to six 
million families. Even with extensive 
use of 5,000,000 watt uhf stations, it 
estimated that 3,000,000 families would 
be deprived of service. 

As for the economic impact, CBS 
calculated that the “once and for all” 
cost of a shift to all-uhf would range 
from $1,100,000,000 to $2,600,000,000, 
depending on whether the transition 
would be quick or gradual. The higher 
figure would set 
bought all-channel sets and replaced 
their antennas with dual uhf-vhf equip- 
ment. 

CBS figured that the cost to the 
stations of a quick transition to uhf 
would be from $115,000,000 to $145,- 
000,000 while a gradual transition 
would cost from $390,000,000 to 
$460,000,000, or about one and one- 
half the total 


tangible property of all networks and 


apply if 


owners 


times investment in 














Homebuilding (Cont'd from 47) 


If he sees a home or a style he likes, 
he can then make inquiries with a 
minimum of effort. 

Not only is television selling an 
advantage to the prospect, it is a boon 
to the real estate man as well. For by 
means of the 21-inch screen a few 
each property 
listed may take the place of countless 
hundreds of individual tours which 
would be necessary if each prospect 
were physically transported through 
that, but, 
through tv, the salesman has an oppor- 
tunity to talk to hundreds of prospects 
who would never find the time, nor the 
ambition, to visit even his office. 


inspection tours for 


the premises. Not only 


The vast and growing interest which 
Americans have in their homes, in 
modern building and in new develop- 
ments in home conveniences makes 
real estate commercials top television 
viewing. Several stations have found 
programs dealing with these topics at- 
tract high ratings. 

These advantages of television sell- 
ing apply with equal force to the 
realtor who deals in all sizes of homes, 
both old and new, and the develop- 
ment promoter or builder. 


The S. L. Hammerman Organization 
of Baltimore, mentioned earlier, sells 
around 3,000 homes a year for its 
client builders. A concern with 37 
years of building reputation, it has 


vhf stations. 

The higher costs of operating uhf 
stations enter into the CBS estimates. 
This item alone would raise the operat- 
ing expense for tubes and power for 
the 326 vhf stations by $14,000,000. 
A high power uhf station in the order 
of one megawatt costs $8 an hour for 
tubes and $8 for power as compared 
to $1.50 and $4 respectively for high 
power vhf, according to the CBS data. 

One point made by G.E. for the all- 
uhf approach can’t be denied: the plan 
is the least likely to result in spectrum 
space problems. But it takes no prophet 
to predict that it will get no more than 
passing attention. Neither the FCC 
nor Congress would sanction shifting 
over three-fourths of the existing sta- 
tions to the facilities used by less than 
a fourth, to say nothing of the con- 
version expense to the public. 






I. H. “Bud” Hammerman II, (1.) 
president, S. L. Hammerman organiza- 
tion of Baltimore, finds his television 
advertising on WMAR-TV outpulls all 
Beside him are S. L. 


(c), chairman of the 


other media. 
Hammerman 
board, and Herman Hammerman, ex- 
ecutive vice president and chief mort- 
gage officer. 


pioneered house sales on tv in the area. 

“Television works,” says Mr. Ham- 
merman, “because it has impact and 
immediacy. Through a saturation cam- 
paign of one-minute and 20-second 
spots, it has opened up an entirely 
new market to us and has paid off in 
direct sales of new homes.” 

While the 


uses every form of advertising the 


Hammerman company 
president is sold on tv. “Where,” he 
asks, “can you have an audience all to 
yourself?” 

When a family looks for a new home 
in a newspaper the competition is 
thick and the offerings of one real 
estate firm adjoin the columns of a 
competitor. “But when they are relax- 
ing at home and we bring them a new 
concept of living, even though they 
are not specifically looking, we open up 
a brand new market. And from those 
spots new buyers are coming to us 
daily.” 

Hammerman is currently using a 
nightly strip of spots on WMAR-TV 
Baltimore on the MPTV syndicated 
series, The Adventures of Sherlock 
Holmes, at 10 p.m. nightly. The series 
has a 20.1 rating, the station reports. 

“One tv shot here,” says Bud Ham- 
merman, “is worth a full-page ad. As 
a matter of fact, more people see this 
spot than see a full-page ad.” Currently, 
the firm is promoting sale of 279 new 
homes in 80-acre Randallwood, near 
Baltimore. Since each of the ranch- 
type homes is built on a large land- 
scaped lot, is modern in every detail 
and includes up-to-the-minute Youngs- 
town kitchens, tours of the premises 





make good programming. 

Hammerman officials feel tv adver- 
lising is not expensive, even in Class 
\ time, which they prefer. 

“It costs our organization little or 
nothing,” says the realtor. “We go to 
the suppliers, like Youngstown Kitchens 
and American Standard Plumbing, and 
give them the opportunity to display 
their merchandise and to publicize 
their products. They participate with 
cooperative money. Since the firm does 
its own financing, that, too, is pro- 
moted on television. 

Hammerman is nationally known in 
the real estate and home building fields 
as an imaginative creator of merchan- 
dising methods. Behind the younger 
Hammerman is S$. Lawrence Hammer- 
man, his father, founder of the or- 
ganization, who remains with the com- 
pany as chairman of the board. He 
is as enthusiastic as his son about their 
With the other officers of 


their company, the two Hammermans 


lv success. 


examine and produce every bit of ad- 
vertising copy relative to their huge 
business. Plans are being made to use 
more television in the future. 


WNBK Package 


In Cleveland wnek, the NBC tele- 
vision station under the managership 
of Lloyd E. Yoder, has developed a 
highly successful tv package, Homes 
for Sale, which makes it possible for 
smaller real estate companies to par- 
ticipate in tv advertising. 

Working with Paul Coble, account 
executive of Fuller & Smith & Ross of 
Cleveland, WNBK sales representative 
Harold L. Gallagher has interested 
some two dozen realtor members of 
the Cleveland Real Estate Board in 
the Cleveland Real Estate 
Telecasters Assn. 


forming 


For a weekly cost of less than $50 
each, the group sponsors a half-hour 
program on Sundays at | p.m., featur- 
ing the local personality, Bob Bouwsma, 
as the “old house-hunter.” Each par- 
ticipating realtor presents a “Ty Home 
of the Week” which is shown either on 
film or with photographs. The accom- 
panying commentary tells about the 
home, its location, features, price and 
the name and phone number of the 
realtor handling the listing. 

The program features homes of all 
sizes, prices and locations, and realtors 


(Continued on page 78) 
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Homebu l lding Cont'd from 77) 


give the plan additional support with 
tie-in newspaper advertising. Starting 
July 17, the first week, the program 
resulted in actual sales of more than 
$50,000. Realtor William Brown not 
only closed a deal on his featured home 
but the 20 couples who responded 
netted him two other sales plus “a 
hatfull of prospects.” Three other 
realtors made double sales from the 
single listing. Following weeks have 
been just as encouraging. 

Pulse gives the show a 4.2 rating 
which the station figures would make 
the cost per thousand 47 cents for each 
realtor. The National Association of 
Real Estate Board’s weekly publication, 
Realtor’s Headlines, has taken notice 
of the show, reporting it “. . . a novel, 
long-term, business-building program 
which could be advantageously adapted 
by (realtors in) other cities.” 

Viewers tell realtors they like the 
broad selection of homes the program 
offers with the chances for quick com- 
parison. Some use the program as a 
guide in pricing their own homes for 
sale. Many comment on the ease of 
viewing the program in their own 
homes, letting tv do the pavement 
pounding. 


High Priced Home, Too 


The Cleveland realtors find there are 
many more home buyers in the $12-20 
thousand class than in the $25-30. 
There are exceptions, however. Realtor 
Ed Sternad featured a $75,000 house 
and drew inquiries from 18 couples. 

A telephone information center gives 
data on any house offered, and pros- 
pective sellers are told to call the same 
number. Realtors find the program 
especially effective in attracting sales 
listings and in inducing owners to 
lower the prices on overpriced prop- 
erty. Use of television seems to con- 
vince owners that the realtor is using 
every available means to sell property. 

Traffic at open house displays has 
also improved in quantity and quality. 
Hilltop Realty reported that a single 
tv listing drew 80 couples within a 
week. 

Homes for Sale is also effective as 
an organization morale builder, giving 
realty salesmen the satisfaction of be- 
ing identified with a progressive outfit, 
as well as support in earning more 


commissions. The value of tv as an 
institutional promotion is unquestioned. 
The penetrating power of television has 
had lasting effect. Property owners 
who had no idea of selling when they 
first saw the Cleveland program have 
called member realtors months later 
because they recalled the name as 
associated with modern promotion and 
sales methods. 

Another cooperative _ tele- 
vision sales plan, in which a number 
of realtors get together to promote by 
tv a development in which they all have 
a part, has been tried in several mar- 
kets. Notable examples are those in 
Salt Lake City and Lubbock, Texas. 

In Salt Lake City the Utah Home 


Builders Assn. has utilized television 


realtor 


to make its annual fall “Parade of 





Homes” promotion a success. This plan 
involves purchase of a tract of land by 
the association and the erection of a 
home by each member builder. These 
homes illustrate the year’s latest build- 
ing developments and are, of course, 
for sale. 

Last year KSL-TV televised the 
Parade with such success that several 
of the builders sold not only their 
homes and tracts, but were asked to 
build other homes at other locations 
in the market. Glazier Home Builders, 
for example, built houses in several 
parts of the state, as well as two homes 
in Idaho and one in Nevada — all as 
a direct result of the KSL-TV coverage. 
The homes sold for approximately 
$25,000 each. 

The 1954 telecasts brought more 

(Continued on page 82) 





A udience (Continued from page 49) 


that these women also remembered 
sponsors. The 522 respondents who 
watch daytime programs were asked 
to name any products — up to five — 


they remembered seeing advertised. Of 
a possible score of 2,610, they pro- 
vided 2,175 answers (see question 5). 
That means 83 per cent of the audience 
was able to recall at least five com- 
mercials. 





seeing advertised on . . 
midweek days.” 

Betty Crocker 73 =14.0% 
Ban 15 2.9 
Pillsbury Mixes 145 278 
Anacin 13 2.5 
Toni 41 7.9 
Scotch Tape 13 2.5 
Cheer 56 = 10.7 
Ivory 102 19.6 
Birds Eye 20 3.8 
Campbell Soup 11 2.1 
Fab 133 25 
Joy 51 9.8 
Gleem 12 2.3 
Pepsodent 28 5.4 
Tide 79 «15.1 
Colgate 99 8619.0 
Rinso 18 3.4 
Chesterfield 12 2.3 
Ipana 10 1.9 
Lipton Tea Sl. 4385 
Spic ’n Span 20 3.8 
Kellogg’s 59s 11.3 
Tip Top Bread 19 3.6 
Frigidaire 20 3.8 
Vel 19 3.6 
Tootsie Rolls 29 5.6 
Bosco 46 8.8 
Bufferin 33 6.3 
Camay 16 3.1 





QUESTION 5: “. . . name any products (up to 5) that you remember 
. programs you watched during these five 


Mazola Oil ll 2.1 
Lux 19 3.6 
L&M 10 1.9 
Ajax ° 26 5.0 
Dole Pineapple 12 2.3 
Sweetheart Soap 10 1.9 
Instant Sanka 10 1.9 
Lipton Soup 29 5.6 
Alka Seltzer 13 2.5 
White Rain ll 2.1 
Fluffo 12 2.3 
CBS-TV Sets 16 3.1 
Gold Medal Flour 10 1.9 
Gerber Baby Foods 17 3.3 
Wonder Bread 10 1.9 
Gimbels 10 1.9 
Darling Toy Stores 10 1.9 
Duz 28 5.4 
Silver Cup Bread 10 1.9 
Welsh Grape Juice 10 1.9 
Nabisco 10 1.9 
Hostess Cakes 10 1.9 
Bisquick 10 1.9 
Maxwell House 13 25 
Misc.* 575 110.1 


Total responses 2175 
Total respondents 522 


*Indicates 256 separate categories. 
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Confessi OMS (Continued from 51) 


cheapie to make. 

poctor: Schwerin! 

MR. FILLUM: This man does some 
checking and finds that the best com- 
mercials are simple. The words match 
the pictures, also vice versa. The close- 
up of the product and the announcer 
is the big sell. Got me? 

poctor: Yes. 

MR. FILLUM: But this is too simple 
for a copywriter who hates research 
like it was something personal. So into 
the picture goes opticals, pop ons, lo- 
cation footage, time lapse, stop motion 
and a cast of thousands. This is adver- 
tising ? 

Hee 

poctor: I notice that you keep roll- 
ing those plastic spools in your hand. 
Why is that, Mr. Fillum? Tense? 

MR. FILLUM: I am just coming from 
seeing rushes. The client, unfortun- 
ately, insisted he come too. 

poctor: I don’t see the connection. 


Agency, Client Agree 


MR. FILLUM: The agency agrees with 
the client that the best pictures are 
take three of scene one, take two of 
scene two, and take six of scene three. 
I am a film editor for many years and 
I do not need a crystal ball to see that 
these takes will not make for a smooth 
picture. They don’t match. 

pocTor: But the plastic spools . . .? 

MR. FILLUM: I have made up my 
mind to use take one of all scenes. 
Frankly I do not believe from my ex- 
perience that the client nor the agency 
can detect the difference. But if they 
i «a's 

pocTor: Yes? 

MR. FILLUM: I am going to take these 
spools and . . . but, don’t get me wrong. 
I love Madison Avenue. 

HES 

poctor: Have you any pet theories, 
Mr. Fillum, that might be some help to 
agencies? 

MR. FILLUM: There is only one the- 
ory, Doc. Find a reputable producer 
and put him into your confidence. 

poctor: Are “reputable” producers 
easy to find? 

MR. FILLUM: Speaking from the east 
coast only, an agency when they are 
in doubt of a producer should check 
him out with FPA. 









poctor: What's that? 

MR. FILLUM: The Film Producers 
Association of New York, Inc. This is 
a group of known and recognized film 
outfits which is bound by a code of 
ethics and procedure. If an outfit does 
not measure up, he cannot get in. 

poctor: Does the FPA recommend 
producers? 

MR. FILLUM: Negative. But if | was 
an agency from Peoria working with a 
prodvcer I did not know from personal 
experience I would check the member- 
ship list. If the name was missing, I 
would ask the producer why. 

poctor: What is the function of the 
FPA? 


A Dirty Word 


MR. FILLUM: It’s a form of protec- 
tion, Doc. The woods are full of fly- 
by-night, out-of-the-hat operators. To 
a lot of agencies the name “film pro- 
ducer” is a dirty word. So we are 
cleaning our own house. 

poctor: I’m glad to hear it. 

MR. FILLUM: Also | am interested in 
protecting my clients, the agencies 
themselves. I happen to have on my 
person a few notes. 

pocToR: Sing them out. 

MR. FILLUM: First, an agency should 
not make only one spot at a time. 
It is wasteful. Using round numbers 
to make my point, let’s say a single 
picture costs $2,000 to make. If the 
agency makes three at a time instead 
of just the one, they could probably 
be brought in for $2,700. It’s on ac- 
count of fixed overhead and studio 
costs that the first spot is so costly. 
Extra units cost only for the stock and 
the processing and any extra cast. 

pocTor: Go on. 

MR. FILLUM: Second, an agency 
should stick to the principles of adver- 
tising and make commercials with an 
idea to them, not a Hollywood produc- 
tion suitable for screenaroma. As | 
see it, an agency is an expert on con- 
tent; | am an expert on form. It is 
when they steal my role in the produc- 
tion they are selling the client short. 

pocTor: Any more. 

MR. FILLUM: Third, | would say an 
agency should make up its mind if it 
wants 20-second lifts before the pro- 
duction goes to the camera. I couldn’t 
stress it too much that the further along 
the production gets, the costlier it is 





to add things. If you want insulation 
in the walls of your house, say so when 
they’re building, not after the plasterer 
is done. 

pocTor: I see. 

MR. FILLUM: Fourth, I say an agency 
should have one man in charge of the 
liaison. A man who’s got the power to 
say yes and no. The more cooks you 
got working on the broth, the mixeder- 
up the flavor. 

poctor: Was that your valedictory? 

MR. FILLUM: I save the most till the 
last. Film production is a proposition 
full of intangibles. What there is you 
can actually touch, even that is vague 
and up in the air. Storyboards, for 
example; if the storyboard don’t nail 
down exactly what happens between the 
pictures, the producer is going to in- 
terpret it the way he thinks is best. 
This may not go with the agency. The 
best way you can operate, hence, is to 
make a meeting and come to an under- 
standing amongst the client, the agency 
and the producer. A call report should 
button up all the details. In a case like 
this there can’t be no misunderstand- 
ings, leading to changes, leading to the 
producer working for the fun of it. 
This I feel is the big step forward in 
relationships between agencies and film 
outfits — having the sense to get to- 
gether during Genesis instead of Acts. 


Relationship 


poctor: How would you character- 
ize your present relationship with 
agencies? 

MR. FILLUM: Erratic. Improving but 
inconsistent. Even within the same 
agency from one account to the next 
there’s a difference. Some small agen- 
cies are dream boats; some small 
agencies live by Fillum’s law. 

poctor: Which is? 

MR. FILLUM: The size of an agency's 
billing is inversely proportioned to 
the number of different copy points 
written into one commercial. 

poctor: But generally speaking? 

MR. FILLUM: It all depends on the 
individual. If he is a stuffed pickle, 
I’m in trouble. If he trusts me, and 
trusts himself, we’re in clover. 

poctor: You’re in a complex busi- 
ness, Mr. Fillum. I don’t blame you 
for being a little neurotic. 

MR. FILLUM: Will I live, Doc? 

poctor: How should I know; am I 
a psychologist? 
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y Agency reactions 

to Consumer Markets 
announcement 

f spell sales opportunities 
_ for Radio and 
Television stations 
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When Standard Rate & Data Service 
announced in October that, starting in 
May 1956, the Spot Radio and Spot 
Television books would include market 
'. maps and market data right 

along with the monthly listings of 
rates and data, agencies and 
advertisers everywhere reacted 
with great enthusiasm. 
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Read what some of them said 
Market maps ...market sta- ~~ 
tistics ... mot once a year. .«. 
EVERY MONTH...right where 
they belong, in SRDS together 


with monthly listings of rates 
and data. 























Fletcher D. Richards, Inc. 
Mrs. Virginia Monfredini - - Media & Traffic 


Now I won't lose any time that way.” 


Account Executive; Large Agency 

(ames withheld because of agency policy) 
“Man, you've got a real good idea here. You know what a 
‘nut’ I am on market figures. I've used your CONSUMER 
Markets data like, I guess, no one else has. In fact, just this 
last week the sales manager of one of our accounts asked me 
where I got all my information. I showed him CoNsUMER 
Markets. He was amazed and said he'd order one right away. 


“I do lots of traveling and I always needed your media books 
and CONSUMER MARKETS with me. Now I'll be able to save 
space in my luggage with all this material in one book. 

“I like your Metropolitan Area ranking tables. I've had them 
reproduced on mimeograph. Here, I'll show you. Now I sit 
down with the client and talk distribution in each major 
market one at a time. It’s surprising how many times the 
client will have all but ignored one or a couple of major 
markets. This table shows him what share he’s missing by not 
being more aggressive there. That’s only one way I use 
CONSUMER MARKETS. You've seen what I do with your maps 
and other data. Yes, I know this will be very helpful.” 


Goodkind, Joice and Morgan, Inc. 
Miss Florence Neighbors - Media Director 


“Why, I think this is a fine idea. I certainly would like to have 
the data and maps added to these books. When we plan a 
spot schedule, we use population to help us evaluate markets. 
With all these in one book, imagine what a big help this will be! 
“I service a couple of accounts, too. Whenever I see them I 
always have at least one copy of SRDS with me. Now, I know 
that I will have sufficient market data with me. This will be a 
very helpful addition.” 


McCann-Erickson, Inc., Chicago 

John Cole, Broadcast Media Supervisor 
“Wonderful Idea! You people must be psychic. Only a few 
days ago I was thinking how wonderful it would be if we did 
not have to jump around to so many sources for the informa- 
tion we need in making up our media list. Many is the time 
when I could have used an immediately available map when 
I had the rate book with me in a meeting. Likewise having the 
basic market data only a page or two away from the rate data 
makes a lot of sense to me. This will make it possible to spot 
check coverage and potential quickly without taking valuable 
time to gather data from files or other sources.” 


Russell M. Seeds Co. 


- Miss Merle Meyers, Radio and TV Time Buyer 


“I think this will be helpful. It certainly is a new idea. The 
more I look at it and think about it the better it seems. Sure 
I use market data in my pl Sometimes it hasn't always 
been your book; but with the data right here, I will use 
CONSUMER MarKETs estimates. I think the maps are fine, too.” 


Beaumont & Hohman, Inc. 
Clarke Trudeau - Media Director 


“You mean put maps in like you had years ago in the News- 
paper Book? Yes, we'll like that. It would be extremely help- 
ful having listings, maps and market data all together in the 
same book. We could save a great deal of time. Also, we 
would know that we have maps, market data and listings if 
we just have your SRDS books. This would be a fine thing 
when we are in clients’ offices. Then, we usually have the 
SRDS TV or Radio or Newspaper book with us.” 


Time Buyer; Large Agency 

(mames withheld because of agency policy) 

“I think it’s an excellent idea. It’s only logical to have both 
media and market information together ...a real contribution. 
Yes, I do use market data. Here, market selection includes 
both the media and research departments and the client's 
marketing people. It’s not cut and dried —we all put our heads 
together. Spot TV is what we are using now for one of our 
clients. Their marketing people will tell us where their sales 
indicate a good market. Then we take this data and correlate 
it with our population information. The result is a list of 
markets that we are going into.” 


sulle: Sabla fo ol ask. Your SRDS District Manager will be glad to let you see all of them. 


new sales opportunities 
for radio and television stations 


With market maps, market data and media data all 
together every month in SRDS, you get: 


More eye-traffic for your Service-Ads. 





Twice the opportunity to catch the right people at the 
best time with the right story, by placing your market 
and market coverage story in a Service-Ad near the 
CONSUMER MarKETs’ data, and your station story in 
a Service-Ad near your listing. 









SZODS Standard Rate & Data Service, Inc. © @ @ am 


Greater coverage of more agency and advertiser people 





of importance to you. 


Improved flexibility that permits you to dramatize 





significant changes in your market story as they are 
reflected in SRDS. 


Yes, this expanded service to the advertising industry 
makes SRDS a natural fit for your market story and 


your station story; gives you new opportunities to sell 
both, with appropriate advertising positions near your 
market data and near your station’s listing. 


The National Authority Serving the Media-Buying Function 
Walter E. Botthof, Publisher, 1740 Ridge Avenue, Evanston, III. 
Sales Offices: New York, N. Y. * Evanston, Ill. « Los Angeles, Cal. 


















Homebuildi UZ Wont’ from 78) 
than 50,000 Utahans to the develop- 
ment. 

This year the “Parade of Homes” 
was again televised with the Utah 
Home Builders Assn. buying $3,500 
worth of time, as a group, in addition 
to on-the-air announcements. Nineteen 
telecasts were originated directly from 
the site. 

The UHBA found the “Parade of 
Homes” an even greater success this 
year, with every home sold before the 
end of the promotion. Interested pros- 
pects are continuing to place orders. 
The association has asked KSL-TV to 
televise the third annual Parade in 
the fall of 1956. 

Down in Texas the Lubbock Home- 
builders Assn. saw six months of hard 
work and planning pay off last Sep- 
tember in a “Cavalcade of Homes” dis- 
play that brought 75,000 prospective 
customers to the site. So successful 
was the promotion that the association 
and station, KDUB-TV, expect to repeat 
it in 1956. 


Eighteen Homes Built 


Plans were made by L. T. Foster, 
president, and Dirk West, promotion 
manager of the association, and staff 
members of the station. Eighteen homes 
were built on the selected site by 
eighteen members of the Homebuilders 
group. Thirteen weekly programs on 
KDUB-TV on the central topic, So You 
Plan to Build, roused community in- 
terest in the project. The program 
dealt with almost every conceivable 
topic connected with home building, 
including planning, construction, fur- 
nishing, landscaping and decorating. 
Each week one or more of the homes 
being built for the display was de- 
scribed with the help of perfect scale 
models made by the station. 

During the week the homes were 
open for inspection, KDUB-Tv’s mobile 
unit presented a daily 15-minute pro- 
gram from the site. As a climax of 
this week of display, a huge stage show 
was presented with such national per- 
sonalities as Smiley Burnett, the King 
Sisters, Eddie Peabody, the Denvers, 
Lorrainne Stevens, the Burke twins 
and the Mariam Sage dancers taking 
part. A $20,000 home was given away 
at a drawing in which those present 
participated. 
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in that Texas city. 


Nearly every type of television ID, 
participation or program is being used 
to advantage in one market or another 
by realtors and builders. The medium 
has proved effective in all parts of the 
country and in every size of com- 
munity. Following are some typical 
examples: 

© Peter Bluesten and Co. of Miami began 
using television in January, 1955, after previ- 
ous experience with classified and display 
newspaper advertising and a small amount of 
radio. The firm spends $1,200 a month on 
wTvyJ sponsoring Howard Brown and the 
News (6:45-6:55 p.m., Sat.). Mr. Bluesten 
gives his own commercials, believing that ap- 
pearing in person gives viewers a chance to 
get better acquainted with him and his firm. 

The weekly broadcasts result in sales prac- 
tically every week, but Mr. Bluesten believes 
that the biggest plus is making people so 
familiar with the name that they automatical- 
ly contact the firm in any matter pertaining 
to real estate. He notices that in many of the 
contacts he makes on properties not adver- 
tised on television the prospect mentions his 
tv advertising. 

“Since we joined wtvJ in January of this 
year we have approximately doubled our gross 
sales,” says Mr. Bluesten. The firm was found- 
ed in 1948 with a very small office and Mr. 
Bluestein as the only employee. When he be- 
ban using tv first in 1955 there were 18 em- 
ployees and a booming business. Today the 
company has expanded still further with of- 
fices in five cities in South Florida and 42 
employees. 

As the firm grows, the budget for tele- 
vision is expected to be increased. 

e@ L. J. Gradishar, contractor and builder 


Daily telecasts by KvuB-tv Lubbock kept interest in the Lubbock Cavalcade of 
Homes at high pitch during the Lubbock Homebuilders Association sales campaign 


of Chicago, received an amazing response 
from one one-minute participation on WBBM- 
tv's In Town Tonight. Mr. Gradishar re- 
ported to his agency, Gerald Shields Adver- 
tising, “Three people, who have their own 
lots, came in and wanted to build as soon as 
possible. Nine others will build as soon as 
we can get them a desirable place.” 

The houses in question range from $20,000 
to $50,000. 

The contractor reported 143 phone calls as 
a result of the announcement, in addition to 
37 letters and 14 postcards. Some 66 of those 
making inquiries wanted to know more about 
the heating plant, 45 made inquiries about 
the plumbing and 80 asked about the insu- 
lation. 

® Hopkins Bros. Construction Co. of Mari- 
etta, Ga. finds that television is its most valu- 
able advertising medium. 

Two brothers, Daniel and Paul Dean Hop- 
kins, are building the Spring Valley sub- 
division near Atlanta. They do their own sell- 
ing. To publicize their project they use 
three media—radio, newspapers and WLW-A 
Atlanta. The climax of their campaign came 
the week-end of June 4-5 when Hopkins 
Bros. bought 10 ID’s and 10 one-minute an- 
nouncements on WLW-A showing the open 
house and describing it. As a result, more 
than 500 couples braved a sweltering sum- 
mer day to look at the development. 

The same format was used on subsequent 
weekends with equally spectacular results. 

“T believe in television because I know it 
pays off,” says Dan Hopkins. “I only spent a 
modest sum with wiw-a, and the returns 
were staggering . . . 75 per cent of the people 
who attended our open houses and eventually 
bought saw our tv ads. 

“Our subdivision now has 26 homes com- 

(Continued on page 95) 











TELEVISION AGE 


he spot tv activity in the last 

quarter of 1955 has broken all 
records as to dollar volume and num- 
ber of accounts (see “Tv Boosts the 
Business Spiral,” page 41). 

The magnitude and expansion of tv 
spot is emphasized by the fact that 
there are 909 brand names that are new 
to television using spot in the fourth 
quarter of this year. This is based on 
a TvB analysis of new spot accounts. 
The last quarter saw an unprecedented 
surge of seasonal business such as 
cough remedies, spot Christmas pro- 
motions such as toys, 
sportswear and the like. 


power tools, 


And, in addition, the heavy users of 
spot are using the medium to intro- 
duce such new products as Colgate- 
Palmolive’s Merry detergent and 
Lever’s new Vim detergent. 

The unusual aspect and bullish ac- 
tivity of the last quarter make it diffi- 
cult to project revenues and analyze 
the spot picture for the first quarter 
of 1956. 


There are, however, several discerni- 
ble trends that are worth noting: 


1. Spot tv packs a terrific wallop 
for the introduction of new prod- 
ucts, and this activity will be 
stepped up as new brands make 
their appearance. 

2. New companies are appearing 
on the scene, which immediately 
become new prospects for spot 
tv. 


3. Established companies, which 


have been using other media, are 
testing spot television. 

Several of the reps, usually conserva- 

tive in their estimates, predict that the 


a four-week 
review of 
current activity 
in national 
spot tv 


first quarter of 1956, although under 
the last quarter of 1955, will be a good 
25 per cent ahead of the first quarter 
of 1955. 


ALBERS MILLING CO., Division of 
Carnation Co. 

(Erwin, Wasey & Co., L. A.) 

Albers’ Cereals will msor MCA-TV 
Film Le gang s half-hour film series 
Waterf pes. Sass Report) in the 
followin ‘6 Ft n Francisco, San 
Diego, cramento, Fresno, Stockton, 
Salinas, Bakersfield, San Luis — ie 
Seattle, Spokane, Yakima, Portland 
Eugene, Salt Lake City, Boise and Petes 
Glenn Bohannan is the timebuyer. 


AMERICAN CHICLE Co. 
(Dancer-Fitzgerald-Sample, Inc., N. Y.) 


Present campaign for DENTYNE in about 
50 markets over at the end of the year. 
New Campaign is under consideration. 
Frank Howlett e the timebuyer. 


AMERICAN SEED CO. 

(VanSant, Dugdale & Co., Inc., 

Baltimore) 

As mentioned in last month's Spot Report 

the company will test mail order . ae 

via tv. These tests will start Jan. 

in Atlanta, Cincinnati, Des Moin 

Detroit, Greensboro, Philsdelphiay ‘Richmond 

and St. Louis. Minute film announcements 

ne be used. Evelyn Huttman is the time- 
uyer. 


ARMOUR & CO. 


(N. W. Ayer & Sons, Inc., N. Y.) 
The company is still picking up markets 





Nina Flinn, new timebuyer at Robert 
W. Orr & Associates, N. Y., working 
on Jergens, Rockwood Candies, Mer- 


cedes-Benz and Cinzano Wines. 
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REPORT 


for its —y- WISCONSIN ae 
campaign (see Nov. Spot Report). 
the same 4 it oon Sr ty Bi a 


ETOLE, 6 got a 
Marjorie Freeman is the timebuyer. 


B. T. BABBITT CO. 
(Dancer-Fitzgerald-Sample, Inc., N. Y.) 
The maker of BAB-O will start a saturation 
campaign ¥y bout 70 markets the first 
of the year to run through Feb. Then, 
after a month’s layoff, another saturation 
ge ign will get underway the first 

to run through May. Frank 
Howlett is the timebuyer. 


BEATRICE FOODS Co. 
(Foote, Cone & Belding, Chicago) 


For its MEADOW GOLD line of products 
the company is setting up participa pation 
announcements in children’s and women's 
shows. This campaign will be started 
ay ® March and will be placed in 

from to 40 markets. Gwen Dargle 

is the y NRE, 


HAZEL BISHOP, INC. 

(Raymond Spector Co., N. Y.) 
Beginning the first of ‘56 Hazel Bishop 
will expand its present spot schedules. 
The company spend over . aon 
in spot in the coming year. Ric 

Blaine is the timebuyer. 


BLOCK DRUG CO. 
aay Redfield & Johnstone, Inc., 


ny hy announcement eampa will 
pe first of the year for STERA- 
Providence, — New 
Hecom Hartford, = York a 
Cincinnati. Betty Nasse is yen timebuyer. 


BLOCK DRUG CO. 
(Emil Mogul Co., Inc., N. Y.) 
A 13-week campaign will be started 
in test markets at the on of Jan. for 
and SENTROL. Ed Tashjian is the 
timebuyer. 


THE BORDEN CoO. 
a tea Clifford, Steers & Shenfield, 
N. Y.) 


oy conjunction with other media the 
company is introducing its new RICH 
ROAST coffee with spot tv schedules 
of ID’s and 20’s in New York, Philadelphia, 
Scranton and New England markets. 
Paul Abramson, Pre yg manager of 
Borden’s coffee division, emphasizes 
that at present these are the only 
markets in which N', ROAST will 

be promoted via tv. Lee Gaynor is the 
timebuyer. 


BRISTOL-MYERS CoO. 

(Batten, Barton, Durstine & Osborn, 

Ine., N. Y.) 

The company is extending its current 

schedules of day and night minutes for 

SENTRY, its new fluoride dentifrice, 

in Binghamton, Columbus, O., Richmond 

and Rochester, N. Y. (see Nov. Spot 
(Continued on page 85) 
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Notice of Appointment by 


WSUN 


RADIO & TELEVISION STATIONS 


(Florida’s 2nd largest market - Tampa-St. Petersburg) 


of 
VENARD, RINTOUL & McCONNELL ww 


as NATIONAL REPRESENTATIVES 








WSUN-TV Channel 38 WSUN—RADIO—620 KC 
ABC NETWORK 257,000 WATTS! 5,000 WATTS 
Only TV Station in Tampa— Covers 33 of Florida's 
St. Petersburg for 21 months— 66 Counties 
100% Conversion. 
Bernard (Barney) L. Kobres Vera New 
Sales Manager, Television Sales Manager, Radio 


CHARLES L. KELLY, General Manager 
Southeastern Representative: JAMES S. AYERS, Atlanta, Georgia 
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Report). Plans for an extension of this 
campaign nave not yet been settled. 
Elenore Scanlan is the timebuyer. 


BRISTOL-MYERS CO. 


(Young & Rubicam, Inc., N. Y.) 


A substantial campaign for BUFFERIN 
will get underway the beginning of Jan. 
in several markets. Seymour Drantch 
is the timebuyer. 


BULOVA WATCH CO. 
(McCann-Erickson, Inc., N. Y.) 


In addition to continuing its spots in 
some 275 markets the company is 
reported to be looking over several 
syndicated film series. The series it 
selects will probably be placed on a 
co-op basis with dealers similar to 
the way Bulova ran the Ford Theatre 
and Fireside Theatre reruns this past 
year (see May Spot a Local 
dealers handle the buying of time. 


COLGATE-PALMOLIVE Co. 
(Ted Bates, Inc., N. Y.) 


A special 13-week campaign is getting 
underway for Colgate Dental Cream in 
a nationwide step up for the product. 
The company is adding to its present 
schedules as well as taking on new 
markets, using nighttime minutes and 
chain breaks. Chris Lynch is the 
timebuyer. 


COLGATE-PALMOLIVE Co. 
(Lennen & Newell, Inc., N. Y.) 


The schedules for Colgate’s new bar 
<_< now running in Toledo, Cleveland 
an 


Youngstown (see Nov. Spot Report). 


will be renewed on Jan. 1 for 13 weeks. 


This campaign is expected to be extended, 


but the decision as to when and where 
has not yet been made. Jeanne Jaffe 

is the timebuyer. 

COMMERCIAL SOLVENTS, INC. 


(Fuller & Smith & Ross, Inc., N. Y.) 
The campaign for PEAK and NOR-WAY 





New Katz Directors 


The board of directors of The 
Katz Agency Inc., tv-radio rep- 
resentatives, has been increased 
to 11 with the appointment of 
three department heads as direc- 
tors. The newly-named are 
Daniel Denenholz, research, pro- 
motion and publicity head; Scott 
Donahue Jr., tv sales manager, 
and Morris Kellner, radio sales 
manager. A vacancy existed 
since the retirement of George 
Brett last July. 











anti-freeze is being stepped up throughout 
northern and temperate zones. Bernard 
G. Rasmussen is the timebuyer. 


ee CIGAR SALES CO., 
Cc. 


(Erwin, Wasey & Co., Inc.) 


The maker of DUTCH MASTERS and 
HARVESTER is looking for announcement 
as well as program ye yey f sports) 
buys in major cities such as New York, 
Chicago, Minneapolis and Cincinnati. 
Keith B. Shaffer, business manager 

of the media department, is the contact. 


CONTINENTAL BAKING CO., INC. 
(Ted Bates, Inc., N. Y.) 

The baker of WONDER BREAD and 
HOSTESS CAKE is now sponsoring the 
CBS Television Film Sales series Annie 
Oakley in around 70 markets (see Film 
Sales). Continental will be making more 


Annie Oakley buys. At the same time it will 
be adding to its present announcement 
schedules as well as placing in more 
markets. Winston Kirchert is the timebuyer. 


CONTINENTAL OIL CO. 
(Benton & Bowles, Inc., N. Y.) 


There will be much spot activity from 
this account. Final plans have not been 
disclosed yet but placements of both 
programs and announcements can be 
expected in Conoco’s area of over 50 
markets (see Oct. Spot Report). Frank 
Lionette is the timebuyer. 


DAD’S ROOT BEER CO. 


(Martin Co., Chicago) 


Television spot wil be used in an all- 
media campaign in many of the major 
markets. E. J. Lewinski, v. p. and 
account executive, is the contact. 


JOHN H. DULANEY & SON, INC. 
(Erwin, Wasey & Co., Inc., N. Y.) 


In Feb. the company plans to go into 
some southern markets for its Frozen 
Foods. Keith B. Shaffer, business manager 
of the media department, is the contact. 


EX-LAX, INC. 

(Warwick & Legler, Inc., N. Y.) 
The company is ready to follow up its 
six-market test, as reported in Oct. 
Spot Report, with more activity 
beginning the first of the year. Don 
Heller is the timebuyer. 


THE FIRESTONE TIRE AND 
RUBBER CO. 


(Foote, Cone & Belding, N. Y.) 


Firestone has just cpeinted the agency 
to handle a new product. At this point, 
media plans are still tentative. But an 
agency spokesman when asked if tv will 

be used, said, “I can't see how it will miss.” 
No one has been assigned to the account 
as yet. Arthur Pardoll, director of broadcast 
media, is the contact. 
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at Deadline... 


WSPD-TV’s newest daily show, “Deadline,” 
has become a viewing must in Northwestern 
Ohio's Billion Dollar Market. 


All in one smoothly blended half hour pro- 





gram, 4 well known WSPD-TV person- 


alities colortully deliver national news, 
local news, sports news and weather, 
at a fast-moving pace. 


Buy a participation in “Deadline” and 
your sales results will show you just how 
~conscientiously. Northwestern Ohioans 


4) 


Storer Broadcasting Company 


TOM HARKER, NAT, SALES DIR. 118 & 57th STREET. NEW YORK 


pkeép every “Deadline” date. ; 
eCall Katz: or CHerry 8-6201, Toledo, direct, i. 


3 


TOLEDO, OHIO 





Represented Nationally 
by KATZ 
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GENERAL BAKING CO. 

(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 

The maker of a BREAD changed from 
20’s to ID’s and es = boosted its 


frequencies in many of its markets 
Art Berla is the contact. 


GENESSEE BREWING CO., INC. 


(Rogers & Porter Advertising Agency, 
Rochester) 
The beer company will sponsor the CBS 
Television Film Sales half-hour series 
San Francisco Beat over WNBF-TV 
Binghamton and WRGB Schenectady. 

d J. Curtin, tv and radio director, is the 
contact. 


GENERAL CIGAR CO. 


(Young & Rubicam, Inc., N. Y.) 


The maker of WHITE OWLS is taking 

a look at program availabilities, 

ens half-hours, 15-minutes and 
ial event shows. William Dollard is 
e timebuyer. 


GENERAL FOODS CORP. 


(Young & Rubicam, Inc., N. Y.) 
The company will promote MINUTE 
POTATOES with cut-ins on GF network 
shows starting around mid-Jan. A. B. 
Pratt is the timebuyer. 
GLAMORENE, INC. 

(Product Services, Inc., N. Y.) 

The compa "56 spot activity = 
consist "OF OR gcheduins and a 15- 
minute demonstration film. Larry 
Butner is the timebuyer. 
GOODYEAR TIRE & RUBBER CO. 
(Local dealers) 

Goodyear expects to start heavy spot 





Specialist 


James Lamb Free, board chair- 
man of Free & Peters, national 
tv and radio representatives, has 
received another plaudit for his 
recent book, Training Your Re- 
trievers. It appeared in Out of 
Doors, Edmund Gilligan’s sports 
column syndicated in some 30 
newspapers, including The New 
York Herald Tribune. 

Sportswriter Gilligan devoted 
a full column to Mr. Free’s “ad- 
mirable book” by way of explain- 
ing that gunners can train their 
own dogs — especially for blind 
retrieves — without sending them 
to professional trainers. 

Mr. Free, praised as “a skilled 
handler of dogs at trials in the 
duck marshes,” has had exten- 
sive field-trail judging experience 
in the east and, when he was 
located in Chicago, maintained 
an important kennel of Labrador 
Retrievers. Mr. Free is now head- 
quartered in Free & Peters’ Hol- 
lywood offices. 











Leslie L. Dunier, director of tv & radio 
of Emil Mogul Co., Inc., N. Y., plans 
iv spot activity for Manischewitz 
Wines, Rayco, Laxium, Sentrol, Omega 
Oil, National Shoes, Ferber and Cher- 


amy. 


activity in Jan. on a co-op basis with its 
dealers. K. C. Zonsius, director of 
advertising, is the contact. 


GROVE LABORATORIES, INC. 
(Dowd, Redfield & Johnstone, Inc., 
) 


ive . 


Grove has added eight markets to its 

list. In mid-Dec. announcement schedules 
started in Pittsburgh and St. Louis. In 
Jan. eight-week schedules will begin in 
Boston, Kansas City, Los Angeles, New 
York, Philadelphia and San Francisco. 
Jean Gilbon and Betty Nasse are the 
timebuyers. 


HELBROS WATCH CO. 
(Erwin, Wasey & Co., N. Y.) 

The agency has just taken over this 
watch account. The plan is to get underway 
in the spring with a spot campaign in 
about a dozen markets. Keith B. Shaffer, 
business manager of the media department, 
is the contact. 


HENRI’S FOOD PRODUCT CO. 
(The Mautner Agency, Milwaukee) 
For its salad dressings the company 
is adding to its current list of markets, 
buying both day and night announce- 


ments. Margaret Flood, account executive, 
is the contact. 


HERCULES POWDER CoO. 
(Fuller & Smith & Ross, Inc., N. Y.) 


Hercules will increase spot coverage 

for TOXAPHENE in agriculturai areas, 

qepectaliy the cotton belt states. Bernard 
. Rasmussen is the timebuyer. 


INTERNATIONAL CELLUCOTTON 
PRODUCTS Co. 

(Foote, Cone & Belding, Chicago) 

In addition to its 13-week campaign for 
KLEENEX (see Dec. Spot Report), — 
company is buying minutes and 20’s 

day and nighttimes for DELSEY TISSUES. 
This campaign will start in Jan. in 

from 20 to markets and is set to 

run for 50 weeks. Gwen Dargle is the 
timebuyer. 


INTERNATIONAL SALT CO., INC. 


(Batten, Barton, Durstine & Osborn, 
Ine., N. Y. 


The company is following an unpredictable 
pattern in placing its schedules ot [D's 
only. It started in Cincinnati and 
Columbus, then in Scranton, Wilkes-Barre 
and Binghamton. Most recently this 
STERLING SALT campaign got underway 
in New England markets. The next 
coverage area has not been revealed 

but it may be the south. All in all, 
placements are to be made in over 30 
markets east of the Mississippi. Ed Fleri 
is the timebuyer. 


S. C. JOHNSON & SON, INC. 
(Needham, Louis and Brorby, Inc., 
Chicago) 

There will be a 13-week campaign in 
80 markets for CARNU slated to get 
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going in aiaech. wight ged day minutes 
and s will be used. Don De Carlo is 
the timebuyer. 


Vv. LA ROSA & SONS, INC. 


(Sullivan, Stauffer, Colwell & Bayles, 
Ine., N. Y.) 


At the end of Dec. the company began 
sponsoring the Screen Gems syndicated 
series Rin Tin Tin in Portland, Me. La 
Rosa also sponsors a live show ‘in Albany. 
It has announcement schedules in New 
York and the MCA-TV Film Syndication 
series Waterfront in New York, Philadelphia 
— Boston. Jack Canning is the time- 
uyer. 





Hollingbery Changes 


Hollingbery’s executive staff 
was realigned at a meeting of the 
Board of Directors last month 
with George P. Hollingbery, 


founder of the representative 


sonny 


svoevoronnecuent 


svennenn neve snnenenentaneeney 


HOLLINGBERY SPENCER 


firm, stepping up from president 
to chairman of the board of 
directors. 

F, Edward Spencer Jr., for 19 
years executive vice president, 
was made vice chairman of the 
board. Harry Wise, who has 
been vice president in charge of 
the Los Angeles office for seven 
years, will move 
to New York as 
president of the 
Hollingbery 
Television Di- 
vision. Fred F. 

Hague, who has 

been with the WISE 
company since it was founded in 
1936, and who has served as 
manager of the Detroit, Atlanta, 
and Chicago offices before be- 
coming radio vice president, was 
elected president of the Holling- 
bery Radio Division. He will 
continue to headquarter in New 
York. George Lindman, vice 
president in charge of the San 
Francisco office, will assume 
overall direction of west coast 
operations and Roy Edwards, 
who has been an account execu- 


MEM nO 





tive in Chicago for three years, 
moves to Los Angeles as man- 
ager. 





LEVERING COFFEE CO. 


(VanSant, Dugdale & Co., Inc., 

Baltimore) 

The agency has just taken on this account. 
The plan calls for the oeepeens to be 
confined to radio and outdoor at the 

outset, then newspapers. Tv spot, however, 
has a ‘good tential for the future. 
Evelyn Hu an is the timebuyer. 


P. LORILLARD CO. 

(Lennen & Newell, Inc., N. Y.) 

For OLD GOLD the company is setting 
up schedules of ID’s and chain breaks 
in the top 50 markets. The campaign 
should get underway sometime in Jan. 
Robert idholm is the timebuyer. 


THE MENNEN CO. 

(Grey Advertising Agency, Inc., N. Y.) 
For its SKIN MAGIC for adults the 
company will initiate a six-week campaign 
of minute announcements on film, using 
day and late nighttimes in five or six 
major markets. The schedules are slated 

to get going the second week in Jan. 

Joan Stark is the timebuyer. 


MINUTE MAID CORP. 

(Ted Bates, Ine., N. Y.) 

Minute Maid not only renewed its spot 

schedules but it added more markets. 
illiam Warner is the timebuyer. The 

Snow Crop division, at the same time, 

started an extensive spot campaign 

making placements in over 50 markets. 

Frank Thompson is the timebuyer. 


MONARCH WINE CO. 
(Emil Mogul Co., Ine., N. Y.) 


The maker of Manischewitz Wine is 
setting up its spring schedules. The 
campaign for "56 will be bigger than it 
was in ‘55 when some 130 stations were 
used, Elaine Schachne is the timebuyer. 


MONSANTO CHEMICAL CO. 


(Needham, Louis and Brorby, Inc., 
Chicago) 
There will be a special promotion campaizn 


via tv spot for ALL. Don de Carlo is the 
timebuyer. 


MYSTIC ADHESIVE PRODUCTS 
(George H. Hartman Co., Chicago) 


For a Jan. start in s. least 15 markets 
the maker of MYSTIC TAPE is wrapping 
up schedules of day and night minutes 
and 20’s. Virginia Caldwell is the timebuyer. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N. Y.) 


The Nabisco spot schedules have been 
renewed for the coming year. Also, 23 
markets were added to the list bringing 
the total to 150. Jane Podester is the 
timebuyer. 


NATIONAL CARBON CO. 
(William Esty & Co., N. Y.) 


There will Ng be a nt campaign 
for EVEREADY BATTERIES in the spring. 
Although final t.. are not yet set 

there is a good chance that this year's 
buying will be done earlier than 

usual, Frank Mahan is the timebuyer. 


THE PENNZOIL CO. 

(Fuller & Smith & Ross, Inc., 
Cleveland) 

In its distribution areas Pennzoil is 


increasing its spot schedules. 
Chalkley is the timebuyer. 


DR. PEPPER CO. 
(Grant ae Chicago) 


On Feb. 1 D —— wi get going 
with ni httime I all major markets 
where the drink is distributed. Fred 
Norman is the timebuyer. 


PEPSODENT DIVISION OF LEVER 
BROS. 


(Foote, Cone & Belding, N. Y.) 


For the first oem - Se year the division 
is ue ng, — < y in key markets. 
Richard C ickett is sa timebuyer. 


(Continued on page 88) 
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PERKINS PRODUCTS CO. 
(Foote, Cone & Belding, Chicago) 


This General Foods subsidiary is testing 
with minutes and 20's for KOOL-SHAKE 
in the midwest. There probably will be 
ion of this campaign —— we 
Feb. rkins also is planning ‘e 

varying schedules for KOOL-A D in 

the top 60 markets. Genevieve Tadee. 
chief timebuyer, is the contact. 


PETITE FOOD CO. 
(Product Services, Inc., N. Y.) 


The maker of LITTLE BO PIZZA has 
started announcement schedules in Phila- 
will sp and Washington. This campaign 
wil sone’ to other major eastern markets, 
ty bably will be the first. r 
Soler the timebuyer. 


PEZ-HAAZ, INC. 
(Mann-Ellis, Inc., N. Y.) 


For PEZ the company is now in New 
York and Chicago with live minute 

partic = and is SS ee adding 
marke’ 

Brett, account ' aoatiee and tv-radio 
director, is the contact. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc.) 


P&G has made some buys for IVORY 
FLAKES. Frank Sweeney is the 
timebuyer. 


RAYCO MANUFACTURING CO., INC. 


(Emil Mogul Co., Inc., N. Y.) 
pe Aa is making its plans for a gt 
em that will get orwy 
Lynn Thonn! is the timebuyer. 




















Midland 
Winkler 
Ward 
Crane 
Upton 
Martin 
Andrews 







Reagan 
Glasscock 
Crockett 

Lea (N. Mex.) 


Television at its 


finest in the richest 
market in Texas... ! 


Odessa, Texas 


Here’s pulling power in a market where per-family 


effective buying incomes exceed the national average by 
$1,187.00 each year*. A CBS-TV primary affiliate, KOSA-TV 
offers adjacencies with top-rated shows beamed at the high- 
income working class in and around Texas’ fastest-growing city. 


Z It’s the heart of the nation’s biggest oilfield. 
$ Write or wire today for full details including rates 
g ard availabilities. 
3 
© 
; 
° Channel7 e« Odessa, Texas 
4 
e 
2 
= *KOSA-TV cov -family effective b 461.00 
5 National eanas’ pivdanle fon toniaee aoe 9574.00 
a 1,187.00 


Sales Management Report, May 10, 1955 











Keith B. Shaffer, business manager of 
the media department at Erwin, Wasey, 
N. Y., handles Consolidated Cigar, 
John H. Dulaney, Helbros Watches 
and others. 


READER’S DIGEST 
(Schwab & Beatty, N. Y.) 


The magazine is using a short spot 
campaign in Jan. to push subscriptions. 
George Perkins is the timebuyer. 


HAROLD F. RITCHIE, INC. 
(Atherton & Currier, Inc., N. Y.) 


The minute announcement schedules for 
BRYLCREEM in around 100 markets 
have been picked up for another 52 
weeks. More markets may be added 


(Continued on page 90) 


Disney Tie-In 


Initial meeting in what is ex- 
pected to be a national effort to 
interest teachers in the educa- 
tional value of the Walt Disney 
programs was recently held by 
WNBF-TV Binghamton. More than 
70 superintendents, elementary 
school principals and audio- 
visual authorities from about 20 
counties in northeastern Penn- 
sylvania and Southern New York 
attended. Material, designed for 
use in connection with the ABC- 
TV Mickey 
Disneyland programs, 





Mouse Club and 
includes 
advance reports on upcoming 
program content which particu- 
larly lends itself to classroom 
study. Typical are the 
Dramas,” and “You” 
studying the five senses, the 
“I’m No Fool” safety series of 
the Mickey Mouse Club and the 
historical and wild life presenta- 
tions of Disneyland. The educa- 
tors were enthusiastic about the 
teacher’s manuals and the in- 
troduction of them in this way 
by station manager George R. 
Dunham. 


“Nature 
series, 
































aes of the most stirring pages in the 
story of American radio and television 


have been written at WMAQ and wNsqQ. 


Through 34 years of service, Radio 
Station wMag has pioneered an 
impressive list of “firsts.” And it is 
the Midwest leader in programming 
developments which today are 
strengthening radio's vital, dynamic 


role in the age of television. 


Television Station wNnsQ, entering its 
8th year, has set the pace for the whole 
industry with its renowned “Chicago 
School” of television. In every area of 
programming, WNBQ has always been 
in the vanguard of innovation which 
proved to be just what the public wanted 


from its Tv sets. 


1956 will see wNBQ and wMAQ moving 
still further ahead. It has already been 
announced that this Spring wnsg will 
become the first Tv station in the country 
to go Color exclustvely! All live local 
studio programming will be transmitted 
in RCA compatible color—an opportunity 
for advertisers to give a dramatic 
new framework to their messages. WNBQ 
will be the perfect testing ground 
for the techniques of color presentation 


of advertisers’ products. 


From their vantage point of established 
leadership in Mid-America, WMAQ 
and wnBQ look ahead to continued progress 
and pioneering . . . to even greater service 


to audiences and advertisers. 
WM NBC RADIO 
i \ IN CHICAGO 
WN I } NBC. TELEVISION 
IN CHICAGO 


a service of ee) Represented by NBC SPOT SALES 
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during the year. Hubert R. Sweet, media 
director, is the timebuyer. 

RIVAL PACKING CO. 

(Charles Silver & Co., Chicago) 


The maker of RIVAL DOG FOOD is 
considering adding markets in the south 
and east. Maxine Ziv is the timebuyer. 


S.S.S. CO. 


(Day, Harris, Hargrett & Weinstein, 


Inc., Atlanta) 


The maker of S.S.S. TONIC has renewed 
its present spot schedules for an 
eight-week period. When these schedules 
run out there might be an expansion of 
activity. Beverly Kirvin is the timebuyer. 


THE SEVEN-UP CO 


(J. Walter Thompson Co., Chicago) 
The soft-drink firm is renewing its 


conteons 3 to > epgneee the Soldiers ot. Fortune 
series ie Productions will make 

26 new yoo to start Sept. ‘56. 

MCA-TV is the distributor. Seven- -Up 

sponsors the series currently in 125 

markets, with the advent of the new 

series the market count will be upped 

to between 140 and 150. 


SHELL OIL CO. 


(J. Walter Thompson Co., N. Y.) 


Shell’s spot appropriation for next year is 
about the same as it was in ‘55. The 
company has renewed most of its present 
schedules as of Jan. Joe Barker is the 
timebuyer. 


SIMONIZ CO. 
(Tatham-Laird, Inc., Chicago) 


The company is getting ready to start 
schedules of day and night minutes in 
the midwest and south. Harold Bennett 
is the timebuyer. 
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Here is how to SELL Foods in 


this $129,460,000 food market! 


Lorelei Stroble’s daily cooking program is locally produced 
to produce local results. Put her sincere personality and 
know-how to work for you! Participation spots available. 
Call, wire or write for details. WBRZ’s local productions 
reach the audience you want! 


The only television station covering the heart of 











Power: 
100,000 watts 


Tower: 
1001 ff. 





Louisiana—with its $899,481,000 buying power. 


NBC-ABC 
Represented by Hollingbery 


WBRI=2 


BATON ROUGE, LOUISIANA 








SINCLAIR REFINING CO. 
(Morey, Humm & Johnstone, Inc., 


Sinclair has renewed all of its tv schedules 
for the month of Jan. = This amounts 
to an interim budget until permanent 
| my are set up. Kathryn Shanahan is 

he timebuyer. 


STANDARD BRANDS, INC. 
(Ted Bates, Inc., N. Y.) 


The company is making buys for BLUE 
BONNET MARGARINE and ROYAL 
DESSERTS. Larry Donino, formerly of 
K & E, is the timebuyer. 


STANDARD BRANDS, INC. 
(Compton Advertising, Inc., N. Y.) 


There wil be a a D BANS competen 
for INSTANT CHASE A 
COFFEE. Meanwhile, TENDE LEAF TEA 
is trying to get a spot ll, Ed 
Semel is the coffee buyer and Al Ritter 

is on tea. 


STANDARD OIL CO. OF 
CALIFORNIA 

(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 

To promote local Chevron and Standard 
filling stations, the company is sponsoring 
the new Four Star Productions half-hour 
film series Chevron Hall of Stars 

in 12 markets in California, Arizona, 

Utah, Washington, Oregon and Hawaii. 

The programs start in Jan. Elizabeth 

Share is the timebuyer. 


STATE FARM MUTUAL 
AUTOMOBILE INSURANCE CO. 
(Needham, Louis and Brorby, Inc., 
Chicago) 

This insurance company is considering 
an extensive spot campaign to get started 


in early 56. Don De Carlo is the time- 
buyer. 


STERLING DRUG CO. 
(Dancer-Fitzgerald-Sample, Inc., N. Y.) 


The company’s heavy spot schedules for 
BAYER ASPIRIN have been renewed as 
of the first of the year. Frank Moriarity 
is the timebuyer. 


SWIFT & CO. 
(McCann-Erickson, Inc., Chicago) 


For its frozen products Swift is expanding 
its spot list and also looking over half- 
hour shows. John Cole is the timebuyer. 


TOP VALUE ENTERPRISES 
(Campbell-Mithun, Inc., Minneapolis) 


This firm is renewing its current 
schedules in most markets and is also 
looking at additional markets. Marian 
Manzer is the contact. 


UNIVERSAL-INTERNATIONAL 
PICTURES, INC. 
(Local) 


The movie company is pushing a heavy 
spot campaign to promote Tarantula. 
Local theatres and/or their agencies 
handle the buying. 


VICK CHEMICAL CO. 
(Batten, Barton, Durstine & Osborn, 
Ine., N. Y.) 


For several of its products the company 
is continuing its heavy spot schedules. 
Art Berla is the contact. 











Complete line of 15-35 Camera equipment. 
Editing and Lighting equipment, Dollies, 
Lenses, TV Camera accessories. Write for 
catalogue or call: 


§ 4S — SERVICE — RENTALS 


( AMERA Equipment 


1600 Broadway, New York City 


JUdson 6-1420 






























WoOODian-TV is big territory! 


More than 700 drug products, 
in daily use throughout the 
world, are manufactured in 
this modern Upjohn plant 


near Kalamazoo. 














world-famous producer of fine pharmaceuticals, 
is a vital stimulant to the growth of WOOD ano, U.S.A. 


High voltage electrons are put to work saving lives and protecting health by 
The Upjohn Company, whose research department began using radiation drug 
sterilization in 1951. Such advancements are typical of Upjohn’s constant 


progress — in developing new drugs, and in the improvement of production 
efficiency. 


Upjohn’s enterprise is representative of its many neighbors who aiso have grown 
world-famous in the WOODland area — a rich market, with the country’s 20th 
highest TV set count. WOOD-TV gives you all the important communities like 
Kalamazoo, Muskegon, Battle Creek and Lansing — plus the primary trading 
center of Grand Rapids. For top coverage of this rich Western Michigan market, 
schedule WOOD-TV, Grand Rapids’ only television station! 


“4y~ 
WOOD-TV 22:22 
GRAND RAPIDS, MICHIGAN 


GRANDWOOD BROADCASTING COMPANY *® NBC, BASIC; ABC, SUPPLEMENTARY ® 
WFBM-AM AND TV, INDIANAPOLIS, 





ASSOCIATED WITH 
IND.; WFDF, FLINT, MICH.; WTCN-AM AND TV, MINNEAPOLIS, MINN.; 
WOOD-AM, WOOD-TV, REPRESENTED BY KATZ AGENCY 
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WFBM-TV INDIANAPOLIS 
Represented Nationally by the Katz Agency 
Affitiated with WFBM-Radio; WOOD AM & TV, Grand Rapids; 


WPFOF, Flint; WTCN AM & TV, Minneapolis, St. Paul. 
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pleted; 24 have been sold. We intend to use 
television to stimulate the public’s interest in 
other houses we are building and placing on 
the market.” 

@ Leachman Lumber Co., Des Moines, 
finds that its New Homes Review on WHO-TV 
accomplishes five things. 

1. It sells Des Moines as a place to live. 

2. It gives the viewer an opportunity to see 
new homes in the neighborhood in which 
they are located—then takes the prospect on 
a pictorial tour through the homes. 

3. Publicizes the builder. 

4. Cements good relations between the 
builder and the lumber company. 

5. Draws crowds in person to see the homes. 

Checking results on a number of pro- 
grams, the lumber company reported that 
Walt Creuziger, a builder, counted 60 auto- 
mobiles full of people who inspected his 
homes as a direct result of the program. 

Another building partnership, Danny 
Lambe and Bill McDonough, counted 200 
people who came to see their homes at three 
different locations as a direct result of the 
program. 

Ed Lettington & Sons, still another build- 
ing firm, counted 78 carloads of prospects 
who visited their homes on a very cold No- 
vember day as a direct result of the program 
that day. 

B. C. Leachman, secretary-treasurer and 
general manager of the lumber company, 
takes a personal interest in the program, 
checking every detail before it goes on the 
air. Cary-Hill Advertising handles the ac- 
count. 


One Friday Segment 


® Lee and Kornreich, Wilmington, Del. 
developers, bought one 15-minute Friday 
nighttime segment on wDEL-Tv. During the 
next two days hundreds of visitors toured the 
houses, and 22 homes were sold at prices 
ranging from $11,200 to $14,500 each. Sales 
continued at a rate of 10-a-week in the weeks 
immediately following the telecast. 

® M&M Realty Co. of Cincinnati is a pi- 
oneer in real estate sales through television. 
Organized in 1946 by Mr. Harry L. Marti- 
neau, a prominent Cincinnati attorney, the 
company has employed all media. The adver- 
tising budget at present is around $140,000 a 
year and almost half of it is spent on tele- 
vision on WCPO-TV. 

Keystone of the wcpo-tv schedule is daily 
participation in Dotty Mack’s Pantomime Hit 
Parade. Results prove that the investment 
is paying off. This year M&M has opened 
four new offices—the total now is six—and the 
number of salesmen has jumped from 29 to 
55. 

M&M’s monthly sales goal is $1 million, a 
mark which they often break. In a letter last 
June to Mort Watters, general manager of 
wcpo-tv, Mr. Martineau said, “I thought you 
would like to know that the M&M Realty 
Co. went over the top on million-dollar sales 
for the month of May and we are well on our 
way to making it one and one-quarter million 





Peter Bluesten, president of the Miami 
real estate firm which bears his name, 
delivers his own commercials on WTvJ 
Miami. 


for the month of June. We feel that our tele- 
vision and radio programs are doing a won- 
derful job. . . .” 

Supplementing television, M&M uses the 
real estate listing sections of the daily and 
Sunday newspapers. On radio they use news 
programming, quiz shows and adjacencies to 
sports events. 

In addition to participation on Pantomime 
Hit Parade, the company uses Class A spots 
and adjacencies to sports events. Commer- 
cials take the form of tours of the homes 
being offered for sale. 

Mr. Martineau gives a good deal of per- 
sonal interest to these films, making sure 
that they are arranged so that each person 
who sees them will feel he is taking the tour 
personally. “We don’t just show homes; we 
merchandise them,” he says of the technique. 
“Our entire “Guaranteed Advertising Pro- 
gram’ is directed toward effective merchan- 
dising . . . and we emphasize the individual 
sales and service.” 

Mr. Martineau is president of two subdi- 
visions (the Westbrook Homes, Inc. and 


Meadowview Homes), the Westbrook Mead- 
owview Landscaping Co., Holden Inc., a con- 
struction company, and Westbrook Homes 
Sales, Inc., a holding corporation for real es- 
tate investments. 

Mr. Martineau has as his next goal 10 of- 





Nina Kay Morris opens the Morris 
Construction Co. show, You and Your 
Home, on Kvoo-Tv Tulsa. 





fices, 150 salesmen and an increased adver- 
tised budget. He feels that television adver- 
tising has made possible fulfillment of the 
company slogan: “M&M is the 
House-Sold name in real estate.” 

® Morris Construction Co., Tulsa, Okla. 
plans to spend 75 per cent of its advertising 
budget on tv in the future. The decision was 
made when the firm’s operators, Warren G. 
Morris, Nina Kay Morris and Mrs. O. G. 
Kay, found that television advertising on 
KVOO-TV was stepping up daytime sales. 

Since the firm began operation in March 
1953 they have built and sold about 500 GI 
homes for prices averaging $9,000. This year 
they will have built and sold 300 houses and 
next year they plan 350 more. 

The company began by using one-minute 
spots which they coordinated with their 
newspaper advertising. This was expanded to 


citywide 


two weekly five-minute segments, and now a 
regular 15-minute show directed toward the 
home-maker will be used on Kvoo-Tv each 
Friday morning at 9:30. 

The new show will be directed toward in- 
teresting viewers in the home improvement 
facilities of the company. 

Warren Morris believes the public can be 
made as trading-conscious in real estate as 
they have become in automobiles. “This will 
mean a gradual change in point of view,” he 
says, “but television is just the medium that 
can make that change.” 

©@ National Sales Inc., Albuquerque, dis- 
tributors for the state of New Mexico for pre- 
fabricated steel buildings ranging in price 
from a do-it-yourself garage for $200 to king- 
size diners running to $40,000, is finding syn- 
dicated film on tv its most effective sales 
medium. 

Previously a user of all the usual advertis- 
ing media, National Sales now sponsors the 
Television Programs of America package, 
The Count of Monte Cristo, on KOAtT-tTV (9:30- 
10 p.m., Tues.) . It is proving so effective that 
all other advertising has been abandoned. 
The firm recently signed a two-year contract 
for the program with Walter J. Stiles, Koat 
general manager. 

Eugene Garcia, president of National Sales, 

(Continued on page 96) 
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credits a large part of the success of the pro- 
gram to the unusual sales commission plan 
which he has introduced. The middle com- 
mercial of the 30-minute film is used to an- 
nounce an offer of a $50 commission to any- 
one sending in the name of a prospect who is 
later sold by the company salesmen. As the 
program reached its eighth week more than 
100 commissions on sales had been paid. 

® Pancake Realty Co. of Huntington, 
W. Va., used ty to promote Gunnison Homes, 
a development five miles from Huntington. 
The firm bought ten ID’s over wsaz-tv Hun- 
tington at a cost of $165. As a direct result, 
more than 3,500 persons inspected the homes. 

@ Price Brothers, manufacturers of con- 
crete blocks in Dayton, Ohio, found that 
their business was almost entirely with con- 
struction companies and contractors. In an 
effort to broaden their sales base they de- 
cided to go into the consumer market and 
bought a 10-minute across-the-board segment 
of wuio-tTv’s The Story of the Weather. 
Switching from an institutional to a hard- 
selling appeal they were so successful that 
their business is now 60 per cent consumer, 
40 per cent builder. 

® Dan K. Sandifer, Lubbock, Texas, writ- 
ing to KpuB-tv Lubbock, says: “. . . as your 
records will verify, we have bought seventy 
l-minute commercials showing pictures of 
homes for sale. During this time (two 
months) we have sold $212,500-worth of real 
estate, for an average of $3,000 for each min- 
ute of advertising. As you know, we have 
tried all fields of advertising thoroughly; 
newspaper, billboard, property signs, etc. 
Naturally, we have come to one conclusion: 
there is no other medium of advertising that 
can compare with television from a dollar- 
investment standpoint.” 

© Scott-Shaw Co. of Philadelphia, pro- 
moters of the new housing development, 
Georgetowne, just 11 miles from Philadelphia 
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Prudential ; 11-11: wel a.m.: Mon. & Wed. 

= * Thu. —Kellogg ; 

11:15-30 a.m.: Mon. -Thu.—Pillsbury 
“Valiant Lady” = F. ee 12-123:15 >m. 5 


fon.— 
General Mills; ‘Tue.— Wesson Oil; Th.— 
Toni. 


Robert Q. Lewis” (M.-F., 2-2:30 
p.m.) ; 2-2:15 p.m.—Thu. —Ralston- Purina, 
Fri. —Brown & Williamson, alt. wks. 2:15 
— p.m.; Mon. 2:15-30 p.m., Lanol in 
> lus. 

Linkletter’s House Party”  (2:30-3 
—" & Lever 


Dm. 3 2 :30-45— 
Bros. ‘u. & Th., "Kellogg. 2:45-3—M.- 
Th., " Pillsbury; Fri., Dole Pineapple. 

“Bob Crosby Show” (M.-F., 3:30-4 
p.m.); 3:30-45—Mon., Scott Paper; Tue., 
Carnation sust. ; Wed. alt. wks.; Thu., 
Toni; Fri., SO. S., alt. wks.—Gerber 
Prods., 3: 45- 4—Mon.— Procter & Gamble 

—W. & Fr.—General Mills; Th., Scott 
Paper Co.; Tues., Alka-Seltzer. 

“Person To Person” (Fri., 10:30-11 
p.m.); American Oil (East Coast); 
Hamm's Brewing (Midwest); alt. wks.— 
Elgin Nat'l Watch. 


NBC— 
“Howdy Doody” (M.-F., 5:30-6 p.m.): 
M., 5:30-6—Standard Brands. Tu., 5:30- 


sustaining. Alt. Fr. 5:45-6—-Luden’s & 


Schedule of “‘Spectaculars’’; Mon., Jan. 
9, 7:30-9:20 p.m.—‘‘Peter Pan” (RCA & 
Ford). Sat., Jan. 21, 9-10:30 p.m.—‘‘The 
Cat & The pee eee). Sun., 
Jan. 29, 7:30-9—-TBA. Mon., Jan. 30, 8- 
9:30—Musie for Millions. 
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Nearly half of the M&M Realty Co.’s $140,000 advertising budget is spent on a 
schedule on wcpo-tv Cincinnati. Daily participations on the Pantomine Hit Parade 
are the backbone of the schedule. Here (l. to r.) are Ed Linville, Fabian Asso- 
ciates Adv., agency for the account; Colin Male, Bob Brown and Dotty Mack of 
Pantomine Hit Parade end Harry L. Martineau, president of the M&M Realty Co. 


in New Jersey, bought a week-long satura- 
tion campaign on WCAU-TV. WCAU-TV person- 
alities appeared in a program from the 
development on Sunday. So many people re- 
sponded that salesmen had to call on local 
and state police to handle the crowds. Traf- 
fic on the main highway was backed up for 
six miles. An estimated 45,000 persons visited 
the property. Seventeen salesmen wrote up as 
many orders as time would allow, and at the 
end of the day total new homes sold amounted 
to $3,290,000. 

® Tolson & Assocs., Los Angeles, bought 
one $75 announcement on Jackson’s Late 
Theatre, a Friday-night movie rerun program 
at 1:10-2:45 a.m. on kttv Los Angeles. Over 
the next two days they sold 11 homes in the 
$9,000-to-$12,000 price range for total sales 
vf over $100,000. 

@ Western Lands Co., a private govern- 
ment land filing service in Las Vegas, used 
Jackson’s Late Theatre on xttv Los Angeles. 
Their agency, George Patton Advertising of 
Hollywood, wrote to the station: “To make a 
short story brief, Jackson went all out for us, 
and the client received 330 phone calls and 
approximately 800 pieces of mail from one 
spot.” 


Wall St. (Cont'd from page 71) 


comparable period of the previous 
year. The income on a per-share basis 
totaled $1.19 compared with $1.04 last 
year. 

There are two classes of common, 
shares A and B, outstanding. Each 
stock is entitled to elect one half of 
the board of directors. 

Last December shareholders received 
a 20-cent cash dividend per share and 
a 2-per-cent stock dividend. The stock 
was split three for one in May, 1954 





and the current number of shares out- 
standing totals 7,339,123. Since that 
split the company has paid dividends 
equal to 76-2/3 cents per share, com- 
pared with 63-1/3 cents on a compar- 
able basis in 1954. 

Columbia’s practice of paying a 
stock dividend, which it did in 1954 
and again last year, reflects the com- 
pany’s policy of hoarding cash for use 
in the business as much as it can. The 
growth in the company worth this 
policy has nutured is seen in the 
balance sheet which shows that from 
1950 to 1954 current assets jumped 
from $27.9 million to $97.7 million. 
Cash, U. S. bonds or other quickly 
convertible assets rose from $11.2 mil- 
lion to $34.1 million in the same period 
while capital stock and surplus soared 
from $32.5 million to $65.9 million. 


High-Low Last 


Stock 1955 Quote* 
ABC-UPT 33%4-22% 27% 
ADMIRAL 30% -20%4 21% 
AVCO 84%4- 5% 6% 
CBS 32 -22% 2716 
DU MONT LABS 17%- 9% 10% 
EMERSON 1636-11% 12% 
GENERAL ELECTRIC 56%4-461%4 55% 
HOFFMAN 315%4-20% 241% 
MAGNAVOX 41%-23 35% 
MOTOROLA 60% -444%4 51% 
PHILCO 4336-30 34% 
RCA 5536-36% 4654 
RAYTHEON 25%4-13% 18% 
STORER 2914-20% 23% 
SYLVANIA 49%-41 451% 
WESTINGHOUSE 83%4-53%4 58% 
ZENITH 142%-86 142 

Over-the-Counter Stocks 
Bid-Asked 
CONSOLIDATED TV 15%-16 
GUILD FILMS 3%- 4% 
OFFICIAL FILMS 2%- 3 


* As of the close, Dec. 27, 1955 








further 


listed. 


Report by Markets, 
January, 1956 


from the stations. They are presented 
as a service by TELEVISION AGE. For 
information 
figures and their sources, contact the 
stations. Outlets equipped to carry 
network or local color are listed with 
the number of color sets in each mar- 
ket, where such figures are available. 
Asterisks indicate stations equipped 
for color but which have submitted 
no figure. Italics indicate stations not 
yet on the air, channel numbers and 
target dates. Daggers (+) indicate that 
the station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


regarding the 





Total commercial stations: 449 
Total markets: 290 

Total estimated b&w sets: 36,480,000 
Total estimated color sets: 44,310 


Totals 








City 


Station vVhi Unt Color 





Birmingham 


Mobile 


Montgomery 


Phoenix 


Tucson 


Yuma 


Kl Dorado 


Fort Smith 









ALABAMA 
WABT 366,400 bd 
Henry P. Johnston, p. & mng. d.: 
Charles F. Grisham, v.p. & c.m. 
WBRC-TV 351,000 
. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, g. sls. m. 
WMSL-TV 31,200 
Frank Whisenant, p. 
witvy 22,360 
Mel Wheeler, v.p. & ¢.m.; F. E. 
Busby, exec. v.p. 
WALA-TV 128,700 
Ww. O. Pape, p.;: H. KE. Martin, 
exec. v.p. 
WKRG-TV_ 187,500 ° 
C. P. Persons, Jr., v.p. & g. m. 
WwCovVv-TV 76,500 
Hugh M. Smith, g. m. 
Morris South, sls. m. 
WSFA-TV 116,525 
Hoyt Andres, v.p. & st. m.; 
ert Tuttle, nat. sls. superv. 


25 
© am 
Rob- 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV 141,078 500 
Tom Chauncey, g. m.; Robert C 

Garland, nat. sls. m. 
KPHO-TV 141,060 a 
Richard B. Rawls, g. m.; C. A. 

n, ¢c. m. 
KTVK 165,000 200 
Roger Van Duzer, st. m.; Burton 
KVAR 141,060 _— 
Dwight Harkins, m.; E. W. (Bill) 
Harvey, c. m. 
KOPO-TV 50,500 
E. S. Mittendorf, ¢. m.: 

Perlin, sls, m. 
KVOA-TV 48,868 
Clinton D. McKinnon, p.: J. C. 

Underwood, Jr., sls. m. 
KIVA 26,9038 
Ray C. Smucker, g.m.., 

Newland, sls. m. 


Bernie 


Richard 


ARKANSAS 
KRBB 
Wm. M. Bigley, g. m. 
KFSA-TV 36,6014 
Millman Rochester, st. m.; Roland 
Hundley, sls. m. 








City 





TELEVISION AGE 


Set Count: 
—_——_—__=_=__——_—__— 


The figures listed below are secured 


Station vhi Uh! Color 





Little Rock 


Pine Bluf 


Texarkana 


Bakerstield 


Chice 
Eureka 


Fresno 


Los Angeles 


Sacramento 


San Diego 


Tijuana, Mex. 


San Francisco 


San Jose 
San _ Luis 
Obispo 


Santa 
Barbara 


Stockton 


Tulare 


126,120 
ton, v.p. & g. m.; 
Bryant, ¢. m. 
KATV (see Pine Bluff) 
KTHV 136,083 
B. G, Robertson, ¢. m.; 
Hutt, c.m. 

KATV 118,694 * 
John H. Fugate, ¢. m.; Ben 
Holmes, nat. sls. m. 
KCMC-TV (see Texarkana, 


KARK-TV 25 
= -. Lee 


Wm. V. 


Tex.) 


CALIFORNIA 
KBAK-TV 
A. H. Constant, v.p. 
KERO-TV 
Gene DeYoung, p. & ¢. m.;: 
Barrett, tv. sls. m. 
KHSL-TV 61,100 
M. F. Woodling, st. m.; J. A. Pero. 
c.m. 
KIEM-TYV 25,000 
William 8B. Smullin, 
H. Telford, st. m. 
KJEO 169,000 200 
Joseph Drilling, v.p.; W. O. Ed- 


169,000 200 

Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 

KABC-TV 2,130,181 

Selig J. Seligman, ¢. m.; 
Rule, gen. sls. m. 

KOOP 2,276,025 

Jack Heintz, v.p. & g. m.: 
Baron, ¢. sls. m 

KHJ-TV 2,202,126 *_— 

John T. Reynolds, ¢. m.; Howard 
L. Wheeler, sls. m. 

KRCA 2,276,025 

Thomas C. McCray, st. m.; 
Parks, sls. m 

KNXT 2,192,000 


95,000 
& g.m. 
200,000 ° 
John 


p.; Donald 


Elton 


Amos 


1,320 
James 


Landsberg, g. m.; 
Mohr, sls. m. 

KTTV 2,276,025 

Richard A. Moore, p. & 6. 
John R. Vrba, v.p. che. sls. 

KBET-TV 375,693 

John H. Schacht, v.p. & g€. 
George J. Kapel, g. sls. m. 

KCCC-TV 165,000 

Ashley L. Robison, ex. v. p.; 

Richards, v. p. chge. sles. 

KCRA-TV 285,000 1, 

Ewing C. Kelly, p. & g. m.; Fra 
M. Devaney, sls. & st. m. 

KSBW-TV 110,000 

Francis Conrad, st. m.; Graham H. 
Moore, sis. m. 

KFMB-TV 407,092 —_— 

George Whitney, g. m.; Bill Fox. 
nat. sls. m. 

KFSD-TV 407,000 50 

William E. Goetze, Jay 
Grill, sls. m. 

XETV 

Julian M. Kaufman g.m. 

KGO-TV 1,171,690 

James H. Connolly, v.p.; 
Sacks, gen. sls. m. 

KPIX 1,171,690 

Philip G. Lasky, g. 
Simon, sls. m. 

KRON-TYV 1,171,690 

Harold P. See, g. 
Louvau, sls. m. 

KSAN-TV 350,000 

Norwood J. Patterson, g.m.; 
Kane, nat. sls. m. 


&. m.; 


David M. 
529 
Lou 


659 
Norman 


m.; 


Bob 


KNTV 545,479 

Douglas D. Kahle, g. m.; Len Cin- 
namond, sls. m. 

KVEC-TV 97,980 

Les Hacker, g. m.; Si Darrah, c. m. 


KEY-T 227,918 
Colin M. Selph. p.; 

ruth, rgnl. sls. m. 
KOVR 1,163,500 — 
Terry Hamilton Lee, ex. v.p. & 

g. m.; Frank G. King, ¢. sls. m. 
KVVG 150,000 
E. D. Beatie, g.m. & sls. m. 


R. Hill Car- 





Quy 





Station Vht Unt Color 





Colorado 
Springs 


Denver 


Grand 
Junction 


Pueblo 


Bridgeport 
Hartford 
New Britain 


New Haven 


Waterbury 


Wilmington 


COLORADO 


KKTV 60,688 

James D. Russell, p. & g. m.;: 
Robert D. Ellis, v.p. & nat. sls.d. 

KRDO-TV 44,000 

Harry W. Hoth, Jr., p.. ¢. m. & 
sis. m. 

KBTV 334,101 

Joseph Herold, st. m 
nat. sis. m 

KLZ-TV 334,286 

Hugh B. Terry, p. & g. m.; 
Tipton, g. sls. m. 

KOA-TV 317,901 ico 

William Grant, p. & ¢. m.; Wil 
liam F. MacCrystall, tv «!s. m 

KTVK 299,762 

Jon R. McKinley, ¢. m.: 

Robinson, operats. m 

KFXJ-TV 14,923 

Kex G. Howell, p. 
Robinson, tv d. 

KCSJ-TV 52,300 

Ray J. Williams, ¢. m.: 
Dennis, sls. d 


John Henry, 


185 
Jack 


Brad 


&sg.m.: J. L 
Walter 


CONNECTICUT 


WICC-TV 72,340 
Philip Merryman, p. & g. m.: 
Manning Slater, sis. m. 
WGTH-TV 351,531 
John O. Downey, acting m 
George H. Morris, sis. m 
WKNB-TV 337,536 ° 
Peter B. Kenney, exec. vip. & 
g. m.; David Scott, nat. sls. m 
WNHC-TV 948,702 156 
Edward C. Obrist, m.; J. Vincent 
Callanan, sls. m. 
WATR-TV 215,400 
Samuel R. Elman, st. & c. m 


DELAWARE 


WPFH 2,051,000 
Robert R. Nelson, st. m.: 
Lau, ¢c. m. 


Glen 


DISTRICT OF COLUMBIA 


Washingvon 


Daytona Beach 
Fort 


Fort Myers 


WMAL-TV 600,000 
Frederick S. Houwink, 
J. Edwards, sle m. 
WRC-TV 751,000 175 
Carleton D. Smith, v.p. @ «. m.° 
Joseph Goodfellow, dir. of sls 


g.m Neal 


WTOP-TV 693,000 — 
George F. Hartford, v.p. chge. tv.; 
Robert A. J. Bordley, sis. m. 
WTTG 680,000 _ 
Leslie G. Arries, Jr.. g¢. m. & sls. m 

FLORIDA 
cat" —C ) Feb. '56 
237,716 _— 
4 ‘Eoward Little, ¢. m. 
WINK-TV 17,235 = 
A. J. Bauer, g. m.; Bob Bradley, 
ec. m. 


(Continued on page 98) 





New Stations 


KNOX-TV 


(10) Grand Forks, N. Dak. 


State Senator Carroll E. Day, pres. and 


acting gen. 


Whiteman, 


mgr., 16.66%; Don E. 
v.p., 16.66% ; Adolph Lund, 


v.p., 16.66%; Elmer O. Hanson, v.p., 
16.66% ; Arthur Tweet, treas., 16.66% ; 


Elroy Schroeder, sec., 


16.66%. 


wreEc-Tv (3) Memphis, Tenn. Affili- 
ate: CBS. Hoyt B. Wooten, owner. 
The Katz Agency, Inc., rep. Hoyt B. 
Wooten, 100%. 

KHAD-Tv (8) Laredo, Texas. H. C. 
Avery, Jr., 50%; David H. Cole, 50% 

KINY-TV (8) Juneau, Alaska. Wil- 


liam J. Wagner, owner and gen. mgr. 


Alaska Radio-Tv Sales, rep. 
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FLAT ASSERTION 


The highest point in our 
coverage area is 203 ft. 
above sea level. No wonder 
our maximum powered 
signal gets home to an 
area containing 322,736 tv 
sets. 


WMBR-TV 
Jacksonville 
Basic CBS 
Channel 4 
CBS Television Spot Sales 
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City 
Jacksonville 


Miami 


Orlando 


Panama City 


Pensacola 


St. 
Petersburg 


Tallahasse 
Tampa 


West Palm 


: 


Atlanta 


Augusta 


Columbur 


Thomasville 





Idaho Falls 
| Lewiston 


Twin Falls 


Bloomington 


Champaign 


Chicago 


| | Set Count (Cont'd from page 97) 


Station vhi Uhf o 
og Vv 98,896 
. 8. Gilchrist, — gs. m.; Willard 


~ sls. 

WMBR-TV 322,738 *_— 

Glenn Marshall, Jr., p. & ¢. m.; 
Charles M. Stone, v.p. 

WOBS-TV—(30) Feb. ‘56. 

WGBS-TV 257,23 200 

Walter Koessler, mne. = Dick 
Sloan, sls. m. 

wtvd 347,500 200 

Lee Ruwitch, v.p. & g.m.; John 
S. Allen, v.p. chg. sls. 

WDBO-TV 121,650 20 

Harold P. Danforth, p. & g.m.; 
Agnes V. Carlson, sls. co-ordi- 
nator 

WJIDM-TV 27,500 

Harry C. Babb, st. m.; Byron Hay- 


ford, sls. m 

WEAR-TV 137,500 20 

Mel Wheeler, p. & g. m.; Milt de 
Reyna, asst. m. 

WPFA-TV 32,500 — 

Charles W. Lamar Jr., p.; George 
Blanford, g. m. & natl. & loc. sls. 

WSUN-TV 173,484 _— 

Charles L. Kelly, g. m.; Bernard 
L. Kobres, sls. d. 

WCTV (see Thomasville, Ga.) 

WFLA-TV 229,761 

George W. Harvey, g. m.; William 
B. Faber, sls. m. 

wTtvt 207,000 1,000 

w. Walter Tison, v.p., ¢.m. & sls. 
m.; Paul M. Jones, asst. sls. m. 

WIRK-TV 47,600. ae 

Joseph S. Field, Jr., p. & §. m.; 


GEORGIA 
WALB-TV 465,000 _ 
James H. Gray, p.;: Tom Still- 

wagon, ¢. m. 
WAGA-TV 577,900 500 


Glenn Jackson, v.p. & mng. d.; 
John W. Collins, asst. mng. d. 
for sls. 

WLW-A 515,000 

ay Saree. gs. m.; Barney Ochs, 
nat. sis. 

WSB-TV 580,2 

John M. Outler, = s. m. : Marcus 
Bartlett, st. m. 

WJBF 186,200 50 

Donald M. Kelly, Jr., v.p. & g.m.; 
George P. Moore, sls. m. 

WRDW-TV 154,400 — 

J. W. Hicks, g.m.; George Nor- 

man, sis. m. 
WDAK-TV 136,959 
E. = am st. m.; Joe Wind- 


WRBL-TV_ 187,327 _—_— 
Ridley Bell, g. m.; George Jenkins. 


sls. m. 
WMAZ-TV 108,103 _— 
ee E. Cobb, g.m.; Red Cross, 


WROM-TV 174,330 

Ed McKay, m.; Chas. Doss, c. m. 

WTOC-TV 150,360 

W. T. Knight, Jr.. p. & cm.: 
Ben Williams, c. m. 

WSAV-TV—(3) February °56 

wctv od — 

L. Herschel Graves, g. m. 


IDAHO 
KBOI-TV 56,500 
Westerman Whillock, g. m. Earl 
Glade, Jr., st. m. & c. m. 
KIDO-TV 43,700 
Walter E. Whestaff, v.p. nO & m. 
Tucker, sis. m 
ba: “at 41,807 
. N. “Rosy”? Layne, g.m.; Claude 
“Cain, sls. m, 
KLEW-TV 16,500 —_ 
Charles R. White, g.m.; Willard 
“Pete’’ Thomas, sls. m. 


KLIX-TV = 

Frank C. McIntyre. v.p. & ¢.m 
ILLINOIS 

WBLN-TV 50,000 ae 

Worth S. Rough, p., g.m. & ots. m. 

WclA 335,560 _ 


August C. Meyer, p.; Guy Main. 
v.p. & sls. d. 


Frank P. Schreiber, v.p. as m. 
Theodore Weber, sis. 










































































































City 


Danville 


Decatur 


Harrisburg 


Veoria 


Quiney 


Rockford 


Rock Island 


Springfield 


Anderson 
Bloomington 


Elkhart 


Evansville 


Fort Wayne 


Indianapolis 


Lafayette 


Muncie 


South Bend 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 


Mason City 


Sioux City 





“WHBF-TV 273,150 *— 


Station Vhi Uhtf Color 
WNBQ 2,286,000 1,500 
Jules Herbuveaux, g. m.; John M. 


Keys, sis. d. 

WDAN-TV 

Max Shaffer, st. m.; he D. Eck- 
ert, els. d. 

WTVP 180,000 _ 

W. L. Shellabarger. p., g. m. & sls 
m. 

WSIL-TV 34,692 _ 

O. L. Turner, st. m. 

WEEK-TV » 244,420 1,137 


Fred C. Mueller, g. m.; William 
J. Flynn, c. m. 


WTVH-TV 238,000 200 
John Leslie, sls. m. 
KHQA-TV 174,712 19 


Walter Rothschild, g.m.; Paul Mil- 
len, asst. nat. sls. m. 

WGEM-TV 150,000 — 

Joe Bonansinga, g. m.; James E. 
Muse, c. m. 

WREX-TV 259,441 100 

we, Baisch, g.m.; Al Bilardello. 
sis. m. 

wTrvo 116,000 — 

Harold Froelich, g.m.; Edward 
Ruppe, sis. m. 


Leslie C. Johnson, v.p. & §. ni.; 
Maurice Corken, asst. g¢. m. & 
als. d. 


Wwics 110,000 _— 
Milton D. Friedland, g. m.; War- 
ren King, loc. sls. m. 


INDIANA 
WCBC-TV—(61) Jan. °56 
WTTtTv 684,201 200 
Robert Lemon, ¢. m.; Norman 
Cissna, asst. m. & sis. d 
WwsJvV 208,319 a 
John F. Dille, Jr., p.: John J. 
Keenan, c. m. 
WFIE-TV 100,000 — 
Ted Nelson, g. m. & natl. sis. m.; 
Robert Dean, ¢. sls. m. 
WEHT (see Henderson, Ky.) 
WKJG-TV 144,230 _— 
Edward G. Thoms, v.p. & ¢. m.;: 
Carleton B. Evans, c. m. 
WIN-T (see Waterloo) 


WFBM-TV 660,000 1,000 

William F. Kiley, ¢. m.; Don 
Menke, c. m. 

WISH-TV 660,000 400 


Robert B. McConnell, v.p. & g.m.; 
George W. Diefenderfer, d. nat. 
sls. serv. 

WFAM.-TV 115,15 

O. E. Richardson, p. & sls. m.: 
Herbert Nelson, m. 

WLBC-TV 107,250 20 

W. F. Oraig, v.p. 

WSBT-TV 181,953 25 

Neal B. Welch, g. m.; Richard W. 
Holloway, nat. sls. m. 

WNDU-TV 176,700 300 

Bernard C. Barth, v.p. & g. m.; 
William Thomas Hamilton, c. 
sls. m. 

WTHI-TV 191,760 30 

J. M. Higgins, g. m.: David J. 
Kirk, loc. sls. m. 

WIN-T 139,626 *— 

Ben B. Baylor, Jr., v.p. & g. m.: 
Robert C. Currie, Jr., prog. m. 


IOWA 

WOIL-TV 315,600 _— 

Richard B. Hull, ¢. m.; Robert C. 
Mulhall, opertns. m. 

KCRG-TV 288,660 *_— 

Joseph F. Hladky, Jr., v.p.: W. E. 
McClenahan, sls. m. 

WMT-TV 305,310 100 

William B. Quarton, v.p. & ® m.; 
Lewis Van Nostrand, ¢g. sis. m. 

woc-TV 307,070 _— 

Ernest C. Sanders, resident m.;: 
Mark Wodlinger, resident sls. m 

WHO-TV 286,000 50 

Paul A. Loyet, v.p. & res. m.; 
Harold W. Fulton, sls. m. 

KRNT-TV_ 197,281 _ 

Robert W. Dillon, g. m.; Paul M 
Elliott, c. m. 

KQTV 36,812 _ 

Edward Breen, p. & g. m.; Max 
Landes, sls. m. 

KGLO-TV 135,932 

Herbert R. Ohrt, ex. v.p. &'g. m. 
Walter Rothschild, nat. sls. m. 

KTIV 187,743 350 

Dietrich Dirks, p. & g. m.; L. L 
McCurnin, sls. m. 

KVTV 187,735 50 

Arthur J. Smith, res. m.; Donald 

D. Sullivan, adv. d. 








City 
Waterloo 


Great Bend 


Hutchinson 
(Wichita) 

Pittsburg 

Topeka 


Wichita 


Henderson 
Lexington 


Louisville 


Alexandria 


Baton Rouge 


Lafayette 


Lake Charles 


Monroe 


New Orleans 


Shreveport 


Bangor 


Poland Spring 


Portland 


Baltimore 


Salisbury 


Station Vhei Uhf Color 
KWWL-TV 324,866 250 
J. McElroy, ¢. m.: Don E. 
Inman, sis. d. 
KANSAS 
KCKT-TV 144,350 _ 
Les Ware, g. m.; Otis Cowan. 
ce. m. 
KTVH 226,501 © pee 


Howard 0. ee. s. m.: E. W. 
Dallier, g. sls. 
eg 244,60 
R. E. Wade, g. & els. m. 
WIBW-TV 129,604 
Ben Ludy, g. m.; Hilton adien, 
sls. m. 


KAKE-TV 

Martin » Ban s. m.; :_Donivan 
D. Waldron, nat. sls. 

KARD-TV 265,430 on 

William J. Moyer, v.p. & g.m.; 
Dale McCoy, v.p. & sls. m. 


KEDD 170,935 *— 

Stanley Durwood, p. & g. m. & 
sls. m.; Nevin McCord, res. m. 
KENTUCKY 

WERT , 30 


WLEX-TV ——?t 

Earl L. Boyles, ex. v.p. & «. m.: 
Jim Pennock, sls. m. 

WAVE-TV 506,966 

Nathan Lom, v.p. & g. m. : Ralpd 


LOUISIANA 
KALB-TV 110,500 
Willard L. Cobb, ¢. m.; Marvin 
Reuben, sls. m. 
WAFB-TV 
Tom E. 


WBRZ 171,350 
J. Roy Dabadie, ¢. m. 
KLFY-TV 66,000 == 
W. H. Patton, g. m. & sis. m. 
KPLC-TV 66,781 


; 62,167 — 
William F. MHession, ¢. m.; 
Harper Clarke, asst. m. & sls. m. 
KNOE-TV 260,500 50 
Paul H. Goldman, v.p. & ¢g. m.: 
Jack Ansell, Jr., tv sls. & prom. 
d. 
WDSU-TV 370,482 300 


Robert D. Swezey, ex. vp. & 
g. m.; A. Louis Read, v.p. & 
¢. m. 

WIMR-TV 131,711 121 

George A. Mayoral, exec. v.p. & 
g. m.¢ Paul Beville, sls. m. 

KSLA 156,885 oe 

Winston B. Linam, st. m.; Deane 
R. Flett, sls. m. 

KTBS-TV 181,555 

Patrick J. White, tv st. m.: 
Gifford, c. m. 


200 
Marie 


MAINE 
WABI-TV 98,650 — 
Leon P. German, Jr., ¢. m.; Mil- 

ton Chapman, loc. sls. m. 
W-TWO — _ 
Murray Carpenter, p. & treas.: 

Rudolph Marcoux, bus. m. 
WMTW 272,923 
John H. Norton, Jr., v.p. & g. m.: 

Paul Tiemer, sls. m. 


WCSH-TV 184,025 100 

William H. Rines, mng. d.; Jack 
8S. Atwood, st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, vp. & 


g. m.: Richard E. Bates. sls. m 


MARYLAND 

WAAM 633,987 

Ken Carter, g¢. m.; Armand Grant, 
asst. g. m. & sls. d. 

WBAL-TV 613,053 

Leslie H. Peard, a, sl. m.; F. 4 
Cardall, bus. 


WMAR-TV poll 116 

E. K. Jett, v.p. & d.; Ernest A. 
Lang, c. m. 

WBOC-TV —_ 


53,4 
John W. Downing, p.: - J. 
Truitt, v.p., ¢. m. &e m. 





City 


Adams 
(Pittsfield) 


Cam 
Springfield 


Ann Arbor 
Bay City 
Cadillac 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


Austin 


Duluth 
(Superior, 
Wise.) 


Minneapolis- 
St. Paul 


Rochester 


Hattiesburg 
dackson 


Meridian 


Tupelo 


Girardeau 
Columbia 


Station Vht Uhtf Color 
Us 

wMGT 175,886 a 

William P. Geary, g. m.; Allan 


Bonney, sls. m. 


WNAC-TYV 1,376,359 
Norman Knight, ex. v.p. & g. m.; 


Thomas H. Bateson, sls. serv 
& nat. sls. d. 
WTAO-TV 163,000 a 
Wallace Dunlap, g.m. 
WHYN-TV 198,000 *— 


Charles N. DeRose, ¢. m.: Patrick 
J. Montague, c. m. 


WWwLe 198,000 82 
William L. Putnam, g. m.; James 
H. m, Jr., sls. m. 
MICHIGAN 
WPAG-TV 28,000 _ 


Edward F. Baughn, ¢. m.; Ken- 
neth MacDonald, sis. m. 

WNEM-TV 312,555 75 

O. W. Myers, v.p. & ¢. m.: John J. 
Keenan, sls. m. 

wwtv 319,241 

David F. Milligan, ¢. m.: 
Ellerman, sls. m. 

CKLW-TV 1,547,000 

J. E. Campeau, p. & g.m.; Norman 
Hawkins, nat. sls. m. 

WIBK-TYV 1,590,400 700 


Gene 


Bill Michaels, mng. d.; Maurice 
McMurray, nat. sls. m. 
WW4J-TV 1,580,000 600 


Edwin K. Wheeler, ¢. m.: 
DeGroot, asst. ¢. m. 

WXYZ-TV 1,568,000 

a G. Riddell, p. & g¢. m.; John 

. Pival, v.p. chge. tv. 

WwIRT 112) Feb. °56 

WOOD-TV 549,149 150 

Willard Schroeder, g. m.; Arthur 
M. Swift, gen. sls. m. 


Don 


200 

v.p. & mong. d.; 
Donald W. ‘DeSmit, sls. m. 

WIIM-TV 438,100 1,000 

Harold F, Gross, p.; Howard 
Finch vp. & g.m. 

WTOM-TV 66,300 

L. G. Christian, g. m.; Leonard P. 
F 1, sls. m. 

WDMJ-TV—(6) Feb. °5 

WKNX-TV ssnaee 

— H. Wolfe, st. m.; Robert 

Chandler, c. m. 

wrenery 48,203 

John Anderson, st. m.; R. E. Det- 
wiler, c. m. 


MINNESOTA 


KMMT-TV 54,515 
Gene Loffler, m.; Don E. Inman. 
sls. d. 


KDAL-TV 115,000 
Dalton Le Masurier, g. m.: Odin 
S. Ramsland, c. m. 
WDSM-TV 120,000 - 
A. Quick, vp. & ¢. m 
Thomas Gavin, sls. m. 
KSTP-TV 615,000 200 
Stanley E. Hubbard, p. & g. m 
Marvin Rosene, gen. sls. m. 
wceco-TV 400 
FP. a Konynenburg, exec. v.p. & 
.m.; Robert N. Ekstrum, sis. m. 
WTON-TV 600,000 _— 
Miller C. Roberteon, v. p. & ¢. m.: 


David Cole, tv sls. m. 
KEYD-TV 000 
Robert M. Purcell, mng. 4.: 
L. Whiting, v.p. & c. m. 
KROC-TV 69,788 52 
Williard Lampman, st. m.; War 
ren L. Miller, gen. sls. m 


Lee 


MISSISSIPPI 
WDAM-TV—(9) March 1, °56 
WLBT 155,000 55 
Fred Beard, m.; Frank Gentry. 

ce. m. 

WiTv 145,000 

Owens F. Alexander, ast. 
Bill Carlier, sls. m. 

WTOK-TV 60,000 

Robert F. Wright, p. & gs. 

William B. Crooks, v.p. & ec. 
wTtwv 
Frank K. Spain, p. 


m.; 
m 


MISSOURI 


KFVS-TV 145,390 
Robert O. Hirsch, m. of tv.: 
Ramey, sls. m. 


Jack 


KOMU-TV 99,437 
Ed ~ g. m.; John O. Con- 
well, c. 











City 


Jefferson City 


Kansas City 


Kirksville 


St. Joseph 


St. Louis 


Butte 


Great Falls 


Station Vhi Uhf 
KHQA-TV (see Quincy, Til.) 
KROG-TV 123,783 
Mrs. Frank G. Handy, 
George Diederich, 
KSWM-TV 


Color 


p. & g.m.; 
nat. sls. m. 
102,750 12 


Wm. A. Bates, st. m.; 
Russo, sls. m. 

KTVO 

James J. Conroy, p. 

KFEQ-TV 146,598 

Barton Pitts, ¢. m.; Glenn G Gris- 
wold, ¢. m. 

KSD-TV 857,044 

George M. Burbach, ¢. m.:; 
E. Yeldell, sls. m. 

410,972 


E. Manne 





65 
Guy 


R. L. Stufflebam, co-mer. & c. 
m.; Carl Fox, co-mer. 


MONTANA 
KOOK-TV 25,000 
Vv. V. “Bud” Clark, g. m. 
H. Conner, c. m. 
KXLF-TV 
E. B. Craney, p.;: 
s. m. 
KFBB-TV 24,000 
J. P. Wilkins, g. m.; W. C. Blane h- 
ette, st. m. 


(Continued on page 100) 
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A most 
solving 
Management an 


eee 


and experiences o 
ers in every P 
gram 


practical, problem- 
book on Television 
d Fedele 
i nowledge 
combines = R am 
hase of TV pro- 
ming and production . . - 


factual, informative and down- 


to-earth .. - 


now a second 


printing. 
“Qne of the more authorita- 
tive industry volumes, tanta- 


mount to a college course in 
updated thinking within 
industry.” 


the 
—V ariety 


Published by BMI and made 
available as an industry serv- 
ice at the cost of transcribing 


and 


BROA 
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printing. 
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$4.20 


— clothbound 
post paid 
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welcome to = 
the fabulous 
land of witn 





Every TV station is the best. Every- 
body is first. No one is second. 

who is WITN to be different? Read 
what the experts and engineers say 
about us: 





POWER & CHANNEL bo re 
316,000 watts video, 160,000 watts 





audio. Cin y 

nne me os 
SETS IN USE 
140,000—and this figure is. is ‘already 
outdated. 
NETWORK 





National Broadcasting Company inter- 
connected affiliate. 


POPULATION aenX Pan 


496,800 in grade A area. 766,600 in 
grade B. Total of 1,116,700 people in 
entire WITNiand. 256,700 families 
within antenna range. 


EFFECTIVE BUYING INCOME 
$652,651,000 in grade B area alone. 
$945,914,000 in entire WITNland. 


eet, a an 
in grade B area alone. 
$688,162,000 in entire WITNland. 


COVERAGE 

The entire farm-rich, industrially- 
booming Eastern North Carolina mar- 
ket. 


REPRESENTATIVES 

Headley-Reed Company, New York, 
Chicago, Detroit, Atlanta, San Fran- 
cisco, Hollywood 

esOURCES—Setes micw and the 
owner's brother-in-law. 


‘witn 


channel 


serving eastern north carolina 
transmitter at grifton, n. c. 
studios & offices at washington, n. c. 
316,000 .watts 
headley-reed co., rep. 
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Set Count (Continued from page 99) 








City Station vhf Uhf Color 
Missoula KGVO-TV 23,390 _ 
A. J. Mosby, p. & m.: Hugh 
Bader, loc. sls. m. 
NEBRASKA 
Hastings KHAS-TV—(S) Feb. °56 
Hayes Center KHPL-TV _— 
F. Wayne Brewster, p. (Satellite 
of KHOL-TV, Holdrege). 
Holdrege KHOL-TV 83,655 
(Kearney) Jack Gilbert, Ne m.; Al MePhil- 
lamy, els. 
Lincoln KOLN-TV 133, 527 
A. seme —. g.m.; Thomas i 
Omaha KMTV 317,494 150 


Owen Saddler, ex. 
Arden Swisher, g. sls. m. 
* WOW-TV 337,516 150 
Frank P. Fogarty, v.p. & ¢. m.: 
Fred Ebener, sls. m. 


vp. & g. m.; 





Scottsbluff KSTF — 
William C. Grove, g. m.; C. P. 
Cahill, c. m. (Satellite of KFBC- 
TV Cheyenne, 0.) 
NEVADA 
Henderson KLRJ-TV 30,000 12 
Bob Gardner, g. m.; Pat Burke, 
loc. sls. m. 
Las Vegas KLAS-TV 28,600 _ 
Marian ¥. Komar, g¢. m. & nat. 
sls m.; Alex Gold, loc. sls. m. 
Reno KZTV 21,610 
Harry Huey, ¢. m.; * Richard Colon, 
devit. d. 
NEW HAMPSHIRE 
Manchester WMUR-TV 525,000 _ 


Norman A. Gittleson, ex. v.p. & 

— Gordon E. Moore, nat. sls. 

Mt. Washing- warw (see Poland Spring, Me.) 
ton 


NEW JERSEY 


Newark WATV 4,730,000 — 
(NewYork) Irving R. Rosenhaus, p. & g. m.; 
William Crawford, sls. d. 


NEW MEXICO 


Albuquerque KGGM-TV 64,488 
A. R. Hebenstreit, p. & g. m.; 
George Morgan, c. m. 
KOAT-TV 166 
Ted L. Snider, st. m., Mel Drake, 
gen. sls. m. 
KOB-TV 66,400 —_ 
Wayne Coy, p. & g. m.: Rolf S. 
Nielsen, tv sls. m. 
Carlsbad KAVE- TV—(6) June ’56 
Boswell WSWS-TV 2,044 
John A. Barnett, o. & g. m.; Paul 
B. McEvoy, sls. m. 
NEW YORK 
Albany WROW-TV 190,000 a 
(Schenec- Thomas S. ew. | gs. m.; Harry 
tady-Troy) L. Goldman, st. 
Binghamton 


WNBF-TV 401,770 
George R. nham, g. m.; Andrew 
G. Hubbell, g. sls. m. 


Bloomingdale WIRI 98,630* _ 

(Lake Placid) Carl F. Stohn, Sr.. p. & g. m.; 
Al La France, c. m. * Plus 
350,000 Canadian coverage. 


Buffalo WBEN-TV 479,051 200 
George R. eee st. m.; Nicholas 

J. Malter, sis. 
WBUF-TV "pened —_ 


Sherwin Grossman, p.; 
Cohen, exec. v. p. 
WGR-TV 498,177* 216 
J. Joseph Bernard, v.p. & g.m.; 
G. Paschall Swift, sls. m. *Plus 

484,907 in Canada. 


e WCNY-TV 77,070 


Gary L. 


(Water- James W. Higgins, tv d.; Alfred 

town) M. Tauroney, sls. m. 
Kingston WKENY-TV 40,800 — 
Robert M. Peebles, v.p. & ¢. ‘ 
Robert L. Sabin, v.p., & sls. m. 
New York WABC-TV 4,730,000 _ 
Robert L. Stone, g. m.; Joseph 

Stamler, sls. m. 

WABD 4,362,300 3,000 


George L. BarenBregge, st. m. & 
sis. m. 
WATVY (see Newark) 


WCBS-TV 4,730,000 3,000 

Sam Cook ee. c. m.; Frank 
Shakespeare, m. 

WOR-TV «730,000 

Gordon Gray, g. m.; Charles Phil- 
ips, sls. m. 











City Station vVht Unt Color 
wrrx 4,730,000 
Fred M. Thrower, g. m.; John i. 
Paterson, sls. m. 
WRCA-TV 4,730,000 3,000 
Hamilton Shea, g. m.; Jay J. 
Heitin, sls. m. 
Rechester WHAM-TV 320,000 * 50 
William Fay, p. & g. m.; John W. 
Kennedy, Jr., v.p. & g. sls. m. 
* Plus 75,000 Canadian coverage. 
WHEC-TV 327,000* 200 
C. Glover DeLaney, v.p. & g. m.; 
LeMoine C. Wheeler, g. sis. m. 
* Includes 31,500 Canadian 
coverage. 
WVET-TV 327,000* 200 
Ervin F. Lyke, p. & g§. @m.; 
Arthur Murrellwright, g. sls. m. 
* Includes 31,500 Canadian cov- 
erage. 
Schenectady WRGB 460,200 
(Albany- megmend W. Welpott, st. m. : Rob 
Troy) ert F. id, sls. m. 
Syracuse WHEN-TV 373,201 650 
Paul Adanti, vp. & fs. m.; 
Frederick Menzies, c. m. 
WSYR-TV 372,160 300 
E. R. Vadeboncoeur, p. & ¢g. m.; 
W. R. Alford, nat. sls. d. 
Utica WKTV- 200,000 215 
Michael C. Fusco, g. m. & sls. m. 
NORTH CAROLINA 
Asheville WISE-TV 42,000 _ 
Harold H. Thoms, p. & st. m.: 
Joseph J. Master, c. m. 
WLOS-TV 372,180 
J. E. Edmonds, g. m.; Bradley i. 
Roberts, c. m. 
Charlotte WBTV 518,180 166 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgensen, gen. 
els. m. 
Durham WTvVD 285,540 21 
Harmon L. Duncan, p. & g. m.: 
Mike Thompson, sls. m. 
Fayetteville WFLB-TV ——— _ 
L. W. Allen, exec. v. p. & m.: 
W. B. Belche, c. m. 
Greensboro WFMY-TV 352,655 68 
Gaines Kelley, ¢. m.: Joseph E. 
Lake, c. d. 
Greenville WNCT 142,820 50 
A. Pg Campbell, ¢. m.; John 
@. Clark, Jr., ¢. m. 
Raleigh WNAO-TV 140,250 27 
John H. Bone, g. m.; Barl Welde. 
ec. m. 
Washington WITN 145,000 300 
W. R. Roberson, Jr., p. & ¢. m.; 
T. H. Patterson, c. m. 
Wilmington WMFD-TV 72,500 _ 
A. Dunlea, i ca m.; Claud 
O’Shields, els. 
Winston- WSJS-TV 678, 449 250 
Salem Harold Essex, ex. v.p. & g. m.: 
Harry B. Shaw, sls. m. 
WTOB- 112,469 — 
John G. Johnson, g. m. 
NORTH DAKOTA 
Bismarck KBMB-TV 28,006 ‘_— 
John W. Boler, p. & g.m.; Fred 
Drewry, ¢c.m. 
KFYR-TV 28,750 —_ 
F. 3B. Fitzsimmonds, ah VD.: 
A. L. Anderson, sls. 
Fargo WDAY-TV 380,000 


Grand Forks 
Minot 


Valley City 


Akron 


Ashtabula 


Cincinnati 


Cleveland 





Jack Dunn, st. m.; Tom Barnes. 


sis. m. 
KNOX-TV 
Carroll E. Day, p. 

KCJB-TV 30,000 
John W. Boler, p. & g.m.; Chester 

Rietan, ¢.m. 

KXJB-TV 92,000 350 
John W. Boler, p. & g. m.; Wm. L. 
Hurley, v.p. nat. sls. 





OHIO 


WAKR-TV 174,066 — 
S. Bernard Berk, p.; Roser G 
Berk, v.p. & ¢.m. 
WICA-TV 1 
John A. Colin, g. m.; 
Fassett, bus. m. 
WCPO-TV 767,729 — 
M. C. Watters, v.p. & g. m.:; 
Patrick H. Crafton, nat. sls. m 
WKRC-TV og gh ° ea 


&¢ 
Robert T. Schlinkert, s. pms m 
WLW-T 525,000 92 
R. E. Dunville, p.; Robert Boul- 
ware, st. m. 
WEWS 1,187,990 _ 
James C. Hanrahan, g. m.; John 
H. Foley. loc. sls. m. 
WNBK 1,217,000 107 
Lloyd E, Yoder, g. m.: Curtis D. 
Peck, operats. d. 
WXEL 1,159,640 
Wm. E. Rine, v.p.; R. C. Wright, 
e.m. 


Donald 








City 
Columbus 


Lima 
Steubenville 
Toledo 


Youngstown 


Zanesville 


Ada 


Lawton 
Muskogee 


Oklahoma 
City 


Klamath Falls 
Medford 


Portland 


Altoona 
Bethlehem 


Easton 


Erie 


Garrisburg 


Johnstown 


Lancaster 


Philadelphia 


Station vhf Unf Color 
WBNS-TV 477,429 — 
Riehard A. Borel, tv d.: Robert 
D. Thomas, sis. m. 
WLW-C 350. 900 
James Leonard, v.p. & §. ™.: 
Dodsworth, als. 
WTVN-TV 381,451 -_ 
Joseph W. McGough, g. m.; Rob- 
Cc. Wi |. asst. g. Mm. 
WHIO-TV 511,310 _ 
Robert H. Moody, g. m.; Walter 
E. Wolaver, ¢. m. 

WLW-D 331,000 — 
H. Peter Lasker, v.p. & £. m.: 
Gray, c. m. 

WIMA-TV 2,638 — 
Robert W. Mack, v.p. & ¢. m.: 


Cc. B. Heller, loc. sis. m. 
WSTV-TV 1 7 Seve 15 — 
John J. Laux, exec. v.p. & §. m.: 

Joseph M. Troesch, asst. g. m. 
WSPD-TV 358,740 90 
Allen L. Haid, v.p. & g.m.; Bill 

Ashworth, nat. sls. m. 
WFM4J-TV 180,304 150 
William F. Maag, Jr., p.; Mitchell 

Stanley, st. m. & sls. m. 
WEBN-TV 180,818 225 
W. P. Williamson, Jr., p. & g. m.: 

J. L. Bowden, st. d 
WHIZ-TV 45,000 — 
—_ Land, mng. d.: Nate Milder. 

. d. 


OKLAHOMA 

KTEN 88,590 

Bill Hoover, v.p. & g. m.: Brown 
Morris, sec. as. & st. m. 

KGEO-TV 306,000 — 

George Streets, sec. & m. 

KSWO-TV 70,000 

Ross B. Baker, st. m.; Al Shore, 
sls. m. 

KTVX 283,950 — 

L. A. Blust, Jr., v.p. & g. m.; Ben 
Holmes, nat. sls. m. 

KWTV 378,110 

Edgar T. Bell, v.p. & g. m. : Fred 
L. Vance, sls. m. 

WKY-TV 363,285 118 

P. A. Sugg, ex. v.p. & st. m.; 
John Haberlan, nat. sls. m. 

KOTV 308,412 60 

C. Wrede Petersmeyer, p. & ¢. m.: 
Jim Richdale, c. m. 

KV00-TV 285,700 500 

Cc. B. Akers, st. m.; John Devine, 
ce. m. 


OREGON 
avery 61,310 
s. McCready, ¢. m.; 

Nickell. sls. m. 
KFJI-TV—(2) Feb. ’56 
KBES-TV 32,400 
Jerold R. Poulos, m.; Edward Pp 

Barnett, sls. m. 

KOIN-TV 340,000 200 
C. Howard Lane, v.p. & mng. d.; 
John L. Palmer, nat. sls. m. 
KPTV 350,317 300 
Frank J. Riordan, mng. d.; Donald 
Tykeson, sls. m. 

KLOR 330,000 
S. John Schile, g. m.;: 


Glenn 


Jack Was- 


san, loc. sls. m. 
PENNSYLVANIA 
WFBG-TV 537,452 _ 
Jack Snyder, mng. d.; George 
Burgeon, oper. m. 


WLEV-TV 71,450 
Elwood C. Anderson, st. m.; George 
H. Ettele, c. m. 


WGLV 93,860 — 
Nelson S. Rounsley, bus. m. 
WICU 223. 


500 
Ben McLaughlin, g. m.; Karl R. 
Nelson, c. m. 


WSEE 91,356 a 

Charles E. Denny, g. m.; Don 
Boyce, c. m. 

wi + — 





9: 
David J. en. gs. m.; Allen P. 
Solada, sls. 
WARD-TV 60,000 
= J. Butterfield, g. m. & sis. 


WJAC-TV 924,809 

Alvin D. Schrott, g. m.; 
Hepburn, sls. m. 

WGAL-TV 912,950 30 

Harold E. Miller, st. m.; Leroy K. 
Strine, c. m. 

WCAU-TV 2,004,852 Con 

Donald W. Thornburgh, p. & g. m.; 
Robert M. McGredy, tv sls. m. 


325 
John H. 





City 


Pitteburgh 


Reading 


Seranton 


Williamsport 
York 


#rovidence 


Anderson 


Station Vht Unf Color 
aw 2,105,636 1,000 
Roger W. Clipp. gs. m.; Kenneth 
W. Stowmean, gen. sls. m 
WPTZ 2,088,318 500 
R. V. Tooke, ¢. m.; Alexander W. 
Dannenbaum, Jr., ¢. m. 
KDKA-TV 1,200,000 
Harold C. Lund, sg. m.; Loya. ° 
Chapman, sis. m. 

WENS 395,000 — 
Larry H. Israel, v.p. & £. m.; 
Vera Oldenburg, sls. serv. m. 

WIIC—(11) Feb. ’56 

WHUM-TV 253,467 

Humboldt J. Greig, p.; 
Sill, exec. v.p. 

WARM-TV 250,000 _ 
William Dawson, v.p. & g. m.: 
Sam Feigenbaum, loc. sls. m. 

WGBI-TV 266,000 

Robert E. McDowell, st. m. :Georee 
D. Coleman, g. m. & als. 


Jerome 


WwTvuU 250,000 _ 
Thomas W. Jones, g¢. m.; George 
Winterstein, prgm. d. 
WBRE-TV 278,000 125 
David M. Baltimore, sm & ¢. m. 
Ernest Lewis, sls. 
WILK-TV 273, 000 
Roy E. Morgan, ex. v.p.; Thomas 
P. Shelburne, m. d. 
WRAK-TV—(36) Feb. ’56 
WNOW-TV 106,000 —_ 


Richard E. Burg, st. m.; Robert 
M, Stough, sls. m 
WSBA-TV 106,700 _ 


Louis J. Appell, Jr., p. 


RHODE ISLAND 
WJAR-TV 1,404,002 200 
Peter B. James, st. m.; Ed Bog- 


WPRO-TV 1,404,002 = 
William S. Cherry, Jr., p. 


SOUTH CAROLINA 

WAIM-TV 127,550 

Glenn P. Warnock, g. m.; Fisher 
Darden, c. m. 

WCSC-TV 222,226 

Roland Weeks, m. & nat. sls. m.: 
Ralph E. Thornley, rgnl. sls. m. 





City 


Columbia 


Greenville 


Florence 


Rapid City 


Sioux Falls 


Chattanooga 


Johnson City 


Knoxville 





Station vhi Uhf Color 
WUSN-TV 122,000 —_ 
J. Drayton Hastie, p. & ¢. m 
Grange Cuthbert, c. m. 
Wwcos-TV 95,000 — 
Chas. W. Pittman, p. & ¢g. m.; 
Wayne Poucher, sls. m. 
WIS-TV 187,008 oe 
Charlies A. Batson, mng. d.;: Law 
Epps, sis 
} ig ed 108,000 
. Moody McElveen, Jr., g. m. “’ 
~ m. 
wBTw 153,810 


J. William Quinn, mng. d.; Wallace 
J. Jorgenson, ¢. sis. m. 

WFBC-TV 387,014 20 
B. T. Whitmire, m.; R. Q. Glass, 
Jr., ¢. m. 

WwGVL 130,000 — 

Ben K. McKinnon, v.p.. ¢. m. & 
sls. m. 


SOUTH DAKOTA 
KDLO-TV 176,318 —_ 
Joseph L. Floyd, p.; E. A. Nord, 
gs. m. & sis. m. (Satellite of 
KELO-TV Sioux Falls.) 
KOTA-TV il, 432 
Leo D. Berin, ¢. m.; Jack A. Crew- 
ley, sls. m. 
KELO-TV 176,318 
Joseph L. Floyd, p.: 
g. m. & sis. m. 


E. A. Nord, 


TENNESSEE 
WDEF-TV 158,994 50 
Harold E, Anderson, g. m.; Otis H 
Segler, tv sis. m 
WDXIL-TV 96,585 
Aaron B. Robinson, p. & gs. m. 
Jack Murphy, sls. m. 


WJHL-TV 185,316 —_ 
W. H. Lancaster, Jr., v.p.. €. m 

& sis. m. 
WATE-TV 228,670 oo 
John T. 


W. H. Linebaugh, ¢. m.; 
M . m. 


WTVK 171,000 80 
John A. Engelbrecht, p., ¢. m 
& sis. m. 


(Continued on page 102) 








ACCOUNT 


EXECUTIVE 


to Sell 


OUTDOOR ADVERTISING 


to Qualify 


e Creative Salesman With Business 
Background — Merchandising 


Experience 


@ Know Top Business Executives of 
Firms Using Outdoor Advertising, 
New York Agency Acquaintance 


Will Help 


e Essential Requirements — Reputation 


and Character Reference 


@ Applicants Absolutely Protected 


Mail Full Information to 


STALCUP, INC. 3126 main st., k.c., Mo. 


DO NOT CONTACT DIRECT. 


Owned and Operated by Kansas Citians. A Position With This 
Nationally Known Firm Will Allow Top Starting Salary Plus 
Opportunity for Long Term Gain. 
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Memphis WHBQ-TV 395,127 
John Cleghorn, v.p. & g. m.; L. 0. 
Dobson, sls. d. 
wMmcTt 362,929 65 
H. W. Slavick, g. m.; Earl More- 
land, asst. m. tv opertns. 
WREC-TV 
Hoyt B. Wooten, g.m.; Charles 
Brakefield, c.m. 
Nashville WSIX-TV 276,470 
R. D. Stanford, Jr.. p. & ¢. m.; 
E. S. Tanner, v.p. 
WSM-TV 276,470 165 
John H. DeWitt, p.; Irving Waugh, 
e.m. & asst. to p. 
WLAC-TV 319,667 —_— 
T. B. Baker, Jr., ex. v.p. & g. m.; 
Robert M. Reuschle, nat. sls. m. 
TEXAS 
Abilene KRBC-TV 59,540 — 
Dale Ackers, p. & g. m.; Forest 
Lane, nat. sls. m. 
Amarillo KFDA-TV 80,000 —_ 
Ed Moore, g. m.; Dan Hayslett, 
opertns. m. 
KGNC-TV 79,522 — 
Bob Watson, st. m. & pgm. d.; 
Kin Raley, tv sls. m. 
Austin KTBC-TV 141,128 14 
J. C. Kellam, g. m.; 0. P. (Bob) 
Bobbitt, sls. m. 
Beaumont KBMT 53,000 a 
Randolph C. Reed, p. & g. m. 
KFDM-TV 107,000 24 
Mott M. Johnson, opr. & c. m.; 
Louis Durst, sls. m. 
Big Spring KBST-TV 48,453 a 
— J. Wallace, p., ¢.m. & sls. 
Corpus gyne-rv 50,350 — 
Christi L. W. “Bud” Smith, g. m.; Bob 
Williams, c. m. 
Dallas KRLD-TV 554,392 250 
(Ft. Worth) a4 =. Flynn, st. m.: Gene Cuny, 
WFAA-TV 431,489 15e 
Ralph Nimmons, st. m.: Mike 
Shapiro, c. m. 
KFJZ-TV 520,000 — 
Charles B. Jordan, v.p. & g. m.: 
John Hopkins, asst. ¢. m. & 
ec. m 
El Paso KROD-TV 83,647 46 
Val Lawrence, v.p. & g. m.: Dick 
Watts, gen. sis. m. 
KTSM-TV 79,379 Rg 
Karl O. Wyler, p. & g. m.; Roy 
T. Chapman, v.p. & sls. m. 
Fort Worth WBAP-TV 520,000 325 
(Dallas) George Cranston, st. m.; Roy 
Bacus, c. m. 
Galveston KGUL-TV 459,250 
Paul E. Taft, p. & g. m. Robert 
S. Wilson, g. sls. m. 
Harlingen KGBT-TV 82,224 — 
Troy McDaniel, g. m.; Ingham S. 
Roberts, c. m. 
Houston KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & ¢. m.; Jack 
McGrew, asst. m. & c. m. 
KTRK-TV 459,250 
Willard E. Walbridge, exec. v.p. & 
g. m.; Bill Bennett, c. m. 
Laredo KHAD-TV ——— _ 
Shaun F. Murphy, m. 
Longview KTVE 48,000 — 
Barre Monigold, st. m.: A. James 
Henry, g. m. 
KLTV (see Tyler) 
Lubbock KCBD-TV 104,782 100 
Joseph H. Bryant, p. & g. m.; 
George L. Tarter, c. m. 
= a ae iid iti 
po ee 


“What I like about TV AGE is 
that it is all television. No wad- | 
ing through extraneous matter 


to read the information I want.” 


JOSEPH LINCOLN 


Young & Rubicam 
New York 
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City Station Vhf Uhf Color City Station Vht Unf Color 
ite tae 111,025 25 Pasco KEPR-TV 60, . —_— 
W. D. (Dub) Rogers, p.; E. A Thomas C. Bostic, v.p. 
Hassett, nat. sls. m. H. R. Cary, sls. m. ‘patellite'« of 
Lufkin KTRE-TV 40,332 —_ KIMA-TV, Yakima) 
Richman Lewin, v.p. & &. m.; Seattle KING-TV 463,200 235 
Murphy Martin, sls. m. (Tacoma) Otto P. Brandt, v.p. & g. m.; A. 
Midland KMID-TV 54,000 P. Hunter, ¢. m. 
_ _— g.m.; Lambert Cain, KOMO-TV 471,800 254 
W. W. Warren, ex. v.p. & g. m.: 
Odessa KOSA. TV—(7) Feb. °56 Bill Hubbach, ¢. sls. m. 
San Angelo KTXL-TV 43,112 KTNT-TV 471,800 254 
J. 3 Hubbard, g.m.; George Olsen, Len Higgins, m.; Larry Carino, 
sis. d. ec. m. 
San Antonio KENS-TV 281,389 77 KTVW 481,810 —_ 
Albert D. Johnson, g. m.; Wayne William Veneman, ¢. m.; William 
_Kearl. c¢, m. Rambo, Tacoma sls. m. 
WOAL-TV 284,389 67 Spokane KHQ-TV 152,229 60 
James M. Gaines, v.p. & g. m.: Richard O. Dunning, p. & g. m.; 
Ed V. Cheviot, c. sls. m. John H. Pindell, c. m. 
KCOR-TV ~aeany | KXLY-TV 155,914 — 
W. P. Smythe, v.p. & g. m.; R. A Richard E. Jones, v.p. & ¢. m.; 
Cortez, Jr., c. m. Robert Struble, sls. m. 
Temple KCEN-TV 135,720 _ KREM-TV 144,000 36 
Harry Abbott, st. m.; Burton Louis Wasmer, owner; Robert H. 
Bishop, g. m. Temple, g¢. m. 
Texarkana KCMC-TV 161,520 50 Tacoma KTNT-TV (see Seattle) 
(Tex.-Ark.) Walter M. Windsor, g.m.; Richard (Seattle) KTVW (see Seattle) 
M. Peters, nat. sis. & prom. d. Yakima KIMA-TV 60,400 —_ 
Tyler KLTV 102,957 _ (Pasco) Thomas C. Bostic. v.p. & £.m.; 
Marshall H. Pengra, g. m. H. R. Cary, els. m. 
Waco KANG-TV 56,798 - 2 A 
Bob Walker, st. m.; Chas. L. WEST VIRGINIA 
Howell, sls. m. Bluefield WHIS-TV 185,000 *— 
— P. T. Flanigan, st. m.; John 
KCEN-TV (see Temple) Ve . 
KWTX-TV 113,905 uate Shott, sls. m. 
M. N. Bostick, v.p. & g. m.; Mack Charleston WCHS-TV 498,381 108 
Brinegar, sls. m. John T. Gelder, Jr.. ¢. m.; Jobr 
Weslaco KRGV-TV 74,683* =? L. Sinelair, Jr., sls. m. 
Byron W. Ogle, exec. d. & g. m.; WHTN-TV (see Huntington) 
Kenneth E. Markel. nat. & renl. WSAZ-TV (see Huntington) 
ec. m. *Plus 8,000 in Mexico. Clarksburg WBLK-TV—(12) Feb. ’56 
Wichita Falls KFDX-TV 104,830 100 Huntington WCHS-TV (se Charleston) 
Howard H. Fry, exec. v.p., g. m. & WHTN-TV 203,000 o_. 
sls. m 
. Fred Weber, p. & nat. sls.; George 
KWFT-TV 103,250 _ rg Ssh ee 
A. L. Pierce, st. m.; Blaine Corn- t 
weil sis, ma. WSAZ-TV 599,230 200 
Lawrence H. Rogers II, v.p. & 
g. m.; Robert E. White, sls. m 
TA 
wran Oak Hill WOAY-TV 357,230 
. “ (Beckley) Robert R. Thomas, Jr., o. & g. m. 
Salt Lake KSL-TV 195,700 175 
City D. Lennox Murdoch, v.p. & g. m.; Vie Ludington, sls. m. 
Edward B. (Ted) Kimball, sls. Parkersburg WTAP 35,902 _ 
m. Milton F. Komito, st. m.; Jerry 
KTVT 195,700 175 Burns, sls. m. 
G. Bennett Larson, p. & g. m.; Wheeling WTRF-TV 315,300 95 
Harold Woolley, tv sls. m. Robert W. Ferguson, ex. v.p. & 
KUTV 192,750 = gs. m.; H. Needham Smith, sls 
Brent Kirk, st. m. & c.m. m. 
Eau Claire WEAU-TV 83,150 ae 
ee eps “ Leo Howard, ¢. m. & c. m.: 
Burlington WCAX-TV 135,000 _ he ap A ao alll 
Stuart T. Martin, g. m.; John A. Glendale WITI-TV—(6) March °56 
Dobson, sls. m. 
Green Bay, WBAY-TV 235,000 — 
Burke Farquhar, st. m.; Robert 
VIRGINIA C. Nelson, sls. m. 
Hampton WVEC-TV (see Norfolk) WMBV-TV (see Marinette) 
Harrisonburg WSVA-TV 122,534 _ TRY Tw °o2a0< 
. WFRV TV 239,230 —_ 
Frederick L. Allman, p. & g. m.; Don C. Wirth, v.p. & g.m.; Ward 
Howard C. Evans, sls. m. O. Gage, renl. sis. m. 
Lynchburg ps hae Fg . Tom La Crosse WKBT 110,000 _ 
p P. en, v.p. s. m.; . 
Joseph F. Wright, Jr., sls. m. a Saag) rs. Robert Z 
Norfolk WTAR-TV 378,425 50 ae Se Boe _ 
Campbell Arnoux, p. & g. m.; Madison WKOW.TV 126,750 200 
Robert M. Lambe, gen. sls. m. ~. ¥. Hovel, ¢. m.; Robert 
omer, sls. m 
WVEC-TV 165,000 150 P es ; 
Thomas P. Chisman, p. & ¢. m.; WMTV 126000 = 
Harrol A. Brauer, Jr., v.p. & Morton J. Wagner, exec. v. p.: 
als. d. Peter P. Theg, sls. m. 
Petersburg WXEX-TV 415,835 200 Marinette WMBV-TV 211,410 _ 
Irvin G. Abeloff, v.p., ¢.m. & nat. (Green Bay) Joseph D. Mackin, g. m.; William 
sls. m.; George R. Oliviere, loc. R. Walker, tv. m. 
sls. m. 
Milwaukee wxix 398,255 _ 
Portsmouth WTOV-TV — Edmund C. Bunker, st. m.; Theo- 
A. V. Bamford, g. m.; Winston dore ©. Shaker, sls. m. 
Bright. c. m. WTMJ-TV 781,222 220 
Richmend WTVR 500,517 300 Walter J. Damm, g. m., tv. & rad.; 
Wilbur M. Havens, g. m. & sls. Neale V. Bakke, sls. m. 
m.; Walter A. Bowry, Jr., asst. WISN-TV 782,500 — 
c. m. & aset. sis. m. I. E. Showerman, v~. & g. m.: 
WOTV—(29) Feb. °56 L. A. Larson, asst. m. & sls. m 
Roanoke WSLS-TV — 378,930 100 Superior KDAL-TV (see Duluth, Minn.) 
James H. Moore, ex. v.p.: Horace WDSM-TV (see Duluth, Minn.) 
Fitzpatrick, asst. & c. m. Wausau WSAU-TV 84,900 _ 
WDBL-TV —— C= George T. Frechette, v.p. & g. m.;: 
Ray P. Jordan, mng. d.: John W. Richard D. Dudley, asst. g. m. 
Harkrader, asst. mng. d. & & ec. m. 
ec. m. 
WYOMING 
WASHINGTON Cheyenne KFBC-TV 49,000 
ieliaiitiens KVOS-TV 211,891 Wm. C. Grove, g. m.; Charles P. 


oe Jones, p.; Fred Eleethagen, 





Cahill, c. m. 
(Continued on page 105) 











In the picture 


Formerly Philip Morris vice president in charge of marketing (where he directed the 
“change in dress” campaign and introduced the new Marlboro brand), Harry W. Chesley Jr. 
is now executive vice president and director of D’Arcy Advertising. He will be located in the 
agency's St. Louis office. Before joining Philip Morris in 1952, Mr. Chesley was vice president 
and national sales manager of Pepsi-Cola and, before that, had organized his own wholesale 
distributorship, Chesley & O’Connell, in San Francisco’s bay area. Earlier, he was national 
sales promotion manager for Pabst Brewing from 1938 to 1942, and package goods sales 
manager for Swift & Co. in the east from 1932 to 1938. The father of two sons, he was a 
lieutenant colonel during the war and assistant secretary of the air staff in Washington. 





James R. Adams (r), a co-founder in 1934 of McManus, John & 
Adams, Bloomfield Hills, Mich., has become chairman of its board. A 
nationally-known copywriter, Mr. Adams has “no plans for retirement,” 
will head the agency’s new creative planning committee as well as chair 
its board. New president of the agency is Ernest A. Jones (|) who, at 
40, is one of advertising’s youngest chief executives. He joined MacManus, 
John & Adams upon graduation from the University of Michigan in 1938, 
has held just about all possible jobs there, most recently the executive 





vice presidency as supervisor of accounts like Dow Chemical and Pontiac. 


CBS Television’s new director of network programs, Hollywood, is Jack Rayel, heretofore 
holder of important production assignments at NBC. He joined that network in 195] as 
supervisor of program procurement, became manager of program sales a year later and 
program manager a year after that. Subsequently, he steered the premieres of important entries 
like Home, Producer’s Showcase and, this season, has been executive producer for the Maurice 
Evans’ Hall of Fame series. (Mr. Rayel has also collaborated with the noted actor in earlier 
tv productions of Hamlet, King Richard II and Macbeth.) Now, as noted, he succeeds William 
Dozier at CBS-TV. His wartime record includes service as a forward observer in the ETO, 
assignment with the OWI and, after V-E Day, newscasting with the Voice of America. 





A pioneer executive in electronics, David T. Schultz, has been elected president and 
director of Du Mont Laboratories. Mr. Schultz is one of those rare birds, a native New Yorker, 
and a graduate of Cornell (class of ’18). After college, he signed on with the Atlantic Refining 
Co. as a chemist, then moved to the New England Oil Refining Co. where he became vice 
president and general manager. He resigned in 1927 to join the Raytheon Mfg. Co. and has 
been there ever since, some 28 years. The title he relinquishes is vice president, treasurer 
and director. As president of the Du Mont Labs., Mr. Schultz will be chief executive to more 
than 4,000 employes located in four major plants in northern New Jersey and one in Los 
Angeles. He is married and the parent of two children. 





NBC has elected five new vice presidents, four of whom H. Dann, vice president of program sales for NBC-TV, 
have NBC-TV assignments. They are (| to r): Walter D. and Matthew J. Culligan, v.p. and national sales director, 
Scott, now national sales manager for NBC-TV; Mort NBC-TV. The fifth is Jules Herbuveaux, v.p., general 
Werner, v.p., national programs for NBC-TV; Michael manager for NBC-owned stations WNBQ-wMAQ Chicago. 
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In the picture 





Robert H. Teter, general manager of Kyw Philadelphia, has been promoted to a newly- 


In Des Moines Feb. 15, Alfred Larson will assume his new post, assistant to the director 
of radio and tv for the Meredith Publishing Co. As such, Al will have a hand in KPHO-TV 
Phoenix, WHEN-TV Syracuse, Wow-TV Omaha, kcMo-Tv Kansas City and their affiliated radio 
stations. Mr. Larson has been in the broadcasting field continuously—except for two years 
in the Army—for the past 18 years. He started as a bookkeeper at wow Omaha in 1938, rose 
to office manager and then transferred to radio time sales in 1950. (Meredith acquired wow 
the following year.) From then on, Al went on to jobs that combined know-how with 
administrative responsibility, as local sales manager of wow-Tv and, in 1953, commercial 
manager of KPHO-Tv. He’s credited there as sharing “in a major way the responsibility for 
KPHO-TV’s outstanding performance as an independently programmed tv operation.” 





created post at parent-company Westinghouse Broadcasting: executive assistant to the presi- 
dent. He will be located in WBC’s New York executive offices. Although Teter has managed 
KYW only since Oct. 1, he’s credited with a major share of its billings gains this year, 18 per 
cent in local and 23 per cent in national spot. Born in Cleveland, reared in Massachusetts 
and educated at Bucknell, Teter went into advertising with N. W. Ayer in 1941 and, after 
stops at two other agencies, joined KYW sales in 1947. By 1950, he was sales manager, a 
position he held until named manager this fall. During the war, Teter rose from apprentice 
seaman to lieutenant, s.g., U. S. Coast Guard. Off duty, he is the father of a son, 214, and a 


well-known amateur actor with Philadelphia’s Main Line Playhouse. 





Director of advertising, the Colgate-Palmolive Co., is the new title of Stuart Sherman who 
assumed his duties as successor to Rolland W. Taylor Jan. 1. (Mr. Taylor rejoins Foote, 
Cone & Belding as executive vice president.) Stuart Sherman first signed on at Colgate as 
a salesman, right after his graduation from Williams College. Successively and successfully, 
he became a district manager, then a divisional manager. In 1934, he was elected a vice presi- 
dent and member of the executive committee of the former Lord & Thomas agency, resigning 
in 1937 to found—and become president of—Sherman & Marquette (now Bryan Houston). 
He returned his attention to Colgate in 1948, however, when he was named a company director, 
as well as a member of its executive committee. Active in civic affairs, too, Mr. Sherman has 





wedged in, between times, a long list of benefit activities. 


The Leo Burnett Co., Chicago, has appointed David Dole vice president in charge of its 
broadcasting business division. That means, of course, the scores of tv and radio programs 
handled by Burnett every week. Dave comes from Minneapolis where he went to high 
school and college, the University of Minnesota. In 1933, he got into radio acting and produc- 
tion with wrcn and wcco Minneapolis, subsequently joining the Mid-West Recording Co. 
there for several years’ stay. In 1938, he took the big step and, moving to Chicago, joined 
the Henri, Hurst & McDonald agency, remaining for more than nine years. In 1947, he moved 
again, this time to New York where he was associated with the late C. E. Hooper in tv and 
radio research. He returned to Chicago—he lives in suburban Des Plaines—in 1950 and has 


been with Leo Burnett since. Now, as noted, comes his vice presidency. 
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Storer Broadcasting Co. has announced three new 
managing directors: Francis Riordan (c), former 
m.d. at wGBs-TV Miami (See “In the Picture,” Sept., 
1955), takes over KPTV Portland. Walter M. Koes- 
sler (1), an 18-year broadcasting veteran, succeeds 
Riordan. Walt’s been at wcLo Janesville, Wis.; WROK 
Rockford, Ill., and, most recently, wirv Ft. Lauder- 
dale. Ben Wickham, who entered tv in 1952 after 
15 years on the editorial staff of the Cleveland Daily 
News, gets the top post at WxEL-Tv Cleveland. 














Philco (Continued from page 75) 


giving them their heads. “They have 
to think right down to what the house- 
wife wants and how she can be sold.” 

Philco’s advertising is under Ray- 
mond B. George, vice president in 
charge of merchandising. Mr. George, 
the one who asserts that “Philco be- 
lieves sincerely in the use of television 
to sell television,” feels that, with the 
advent of color, “great new fields will 
open up for merchandising of all our 
products.” 


Growth Came With Radio 


The company’s first real growth, as 
is now well known, came with the 
advent of radio. True, it had prospered 
selling car batteries, especially after 
the introduction of electric automobile 
lights and self starters. (In fact, the 
Philco name, adopted in 1940, was 
first used on an auto battery made in 
1919. It is, obviously, a contraction 
of the former name, Philadelphia Stor- 
age Battery Co.) When radios hit the 
market, Philco produced the batteries 
needed to operate them. Later, the 
company introduced a device for at- 
taching them to electric light sockets. 
“That’s when things really started to 
hum,” chairman Balderston says. 

And when the vacuum tube made 
radio batteries obsolete in 1928, Philco 
took the logical step into producing 
the radio, itself. Their first year, the 
company ranked 26th in the industry. 
Then management took a cue from 
auto-manufacture and produced radios 
on an assembly line, thereby bringing 
the retail price within reach of just 
about everybody. At the end of the 
second year — “Right through that 
black autumn in 1929,” Balderston re- 
calls—Philco had jumped to the no. 2 
spot. It’s been a radio leader ever 
since. 

By 1938, the corporation adopted a 
policy of diversification, marketed 
room air conditioners to offset the 
seasonal curve of radio receiver sales. 
Next came refrigerators in 1939, a 
vast number of new military products 
during the war; home freezers in 1946, 
television in 1947; electric ranges in 
1949 (when Philco bought the Elec- 
tromaster Corp. of Mount Clemens, 
Mich.) and home laundry equipment 
in 1953 (when it bought the Dexter 


Manufacturing Co. of Fairfield, lowa). 
Although Philco today turns out more 
than 18,000 different items—many of 
them meant for servicing Philco prod- 
ucts—it sold its original storage battery 
business eight years ago. 

Clearly, the little Helios Electric Co. 
has progressed a long way since that 
day 50 years ago when receivers 
threatened to turn out their carbon- 
light business. 

And for the future, Philco has at 
least two tricks up its sleeve. One, as 
noted, is color television. The other, 
says chairman Balderston, has “out- 
standing significance,” too. It is a 
new type, “Surface-Barrier” transistor, 
an invention “which we believe will 
profoundly affect the nature of all 
manner of electronic devices.” 

The new transistor yields “great 
savings” in heat, size and weight. 
These, Philco says, will not only have 
an obviously major effect on the de- 
sign and packaging of existing equip- 
ment, but will, through new circuitries 
and the like, expand the whole scope 
of electronics—especially in terms of 
communication and control. 

Capable of amplifying at the high 
frequencies needed for advanced appli- 
cations, the transistor is already at 
work in Philco’s Transac (transistor- 
ized automatic computer), a kind of 
electric brain. The company says can- 
didly, “The present speed of Transac 
is adequate for all military operations 
in the foreseeable future.” 

Although transistors have been 
known since 1948, Balderston stresses, 
“We believe this new one offers, for 
the first time, the wide range of appli- 
cation and the ease of manufacture 
that will permit transistors to fulfill 
the glowing predictions 
them.” 


made _ for 


So, whatever tomorrow brings — 
phonevision or rockets to the moon — 
it seems that Philco, “a going con- 
cern,” will be helping to manufacture, 
merchandise and deliver it. 


we TELEVIStOn STATIONS 


erreet porape 80408 
20 cheer 22. ie 











Set Count (Cont'd jrom page 102) 


ALASKA 


Anchorage KENI-TV 20,876 


Duncan, sis. m. 


KTVA 20,000 — 

A. G. Hiebert, ¢. m. 

KFAR-IrV 

Jumes G. Duncan, ¢. m. & chi 
engenr.; Phil Howarth. sls. m 

KTVF 6,500 _ 

Walter A. Weich, m John A 
Griffin, c. m 


Fairbanks 





KINY-TV ee 
Wm. J. Wagner, g¢.m.; Joe 
gan, sis. m. 


HAWAII 


Juneau 
Man 


Hile KHBC-TV 89,500 a 
J. Howard Worrall, p. (Satellite 
of KGMB-TV, Honolulu) 


KGMB-TYV 89,500 — 
C. Richard Evans, v.p. & s. m 
Ralph Davison, Jr., ¢. sls. m 


KONA 78,000 — 
John D. Keating, ¢. m.; James 
W. Spencer, nat. sis. m 


KULA-TV 79,452 —_ 

Jack A. Burnett, exec. vp. & 
g. m.: M Franklyn Warren, 
g. sls. m. 

KMAU 89,500 — 

J. Howard Worrall, p. (Satellite of 
KGMB-TV, Honolulu) 

KMVI-TV 

J. Walter Cameron, p 


Wailuku 





PUERTO RICO 


WORA-TV —— 

Alfredo R. de Arellano, Jr 

WAPA-TV 43,345 

Delfin Fernandez, ¢. m.: 
Mundo Quinones, c. m. 


WKAQ-TV 75,000 —_— 


Rafael Delgado Marquez, ¢. m™.: 
Jorge Luis Rivero. sis. m 


Mayaguez 


San Juan _ 
Segis 


expert 
tv lighting 


low cost... 
flexible 


One of the largest 
suppliers of tem- 
porary lighting 
facilities any- 
where in the U.S. 
and Canada. 


Rental equipment 
Service includes 
installation and 


removal at one 


low cost. 


\ free estimates 


Write for Free 


(A Need of Equipment 
@ JACK A. FROST 


Department TA 
234 Piquette Ave. 
Detroit 2, Michigan 
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Jack D. Ellison, g. m.; James G 
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Musings: Since In Camera’s What’s 
in a Name? grouping of trees last 
month proved so popular, according to 
the word from our branches, we'll 
dedicate this month’s name dropping 
to yet another cluster: Poets. 

Tis altogether fitting that leading all 
the rest in the muses list is the name 
of Frank Shakespeare of wcss-tv New 
York, for ’twas his namesake William 
who first poetized in Romeo and Juliet 
our What's in a Name? heading. Then 
there are Harold Keats, president of 
Capitol Film Studios in Washington, 
Jack S. Shelley, news bureau manager 
of wHo-tv Des Moines and Byron 
Dowty, program director of KDKA-TV 
Pittsburgh. James J. Tennyson is a 
v. p. and copy director of Geyer, Inc. 
in New York and an account executive 
of Grant Advertising in Chicago is 
y-clept Kenneth Browning. Russell E. 
Lowell is president of witv Miami and 
lastly, for good measure, there’s a 
timebuyer at Western Advertising in 
Chicago who is named—and here we 
take poetic license for the spelling— 
Paul Limmerick. 

* * * 

And speaking of What’s in a Name? 
the. following letter was recently 
directed to us: “This is in reference to 
the squib on page 114 (In Camera) 
of the November TELEVISION AGE re- 
garding Harrisburg agency man ‘Liver 
B. Zimmerman,’ Ordinarily I'm not the 
kind of person to go around punctur- 
ing ballons—especially not such de- 
lightful ones—but in justice to my 
good friend Oliver B. Zimmerman, | 
must point out that you were the 
victim of a typographical error. Sorry. 
Sincerely yours, Robert B. Light.” 

There’s no denying we like it better 
the way we first had it. But Light 
makes Right and so our apologies to 
Mr. Zimmerman for our anatypo- 
graphical O-mission. 

om oo * 

Justice: A Brooklyn mother of three 
sued her jewelry manufacturer husband 
for a separation. The judge awarded 
her custody of the children, $275 a 
week alimony (she had asked for 
$250) and practically everything in 
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their $36,000 home. But His Honor 
allowed the husband to keep one of 
the family’s two tv sets. 

as a * 

One for the road: We pass on the 
following from a recent Rights and 
Permission column by Paul Nathan in 
Publishers’ Weekly: “You've undoubt- 
edly seen those trucks with terse warn- 
ings to other motorists painted on their 
rear ends. Sometimes it’s just a simple 
‘Yes’ on the left mudguard and ‘No’ 
on the right. One I trailed the other 
day took its cue from tv: ‘This is Your 
Life? (left) and ‘Medic’ (right).” 
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Life in this television age: A dentist 
in Portland, Ore. uses a tv set in his 
office to take his patient’s mind off the 
drilling. . . . A netWérk executive we 
know admits to being worried about 
his young son because he spends all 
of his spare time reading books. . . 
Or page 30 of the. current January 
issue of Reader’s Digest there’s a con- 
densation of an excerpt from a recent 
In Camera column. 

* a x 

Calm, cool and collected: Lynn 
Dollar, the $64,000 Question hostess, 
has a “secret formula” for selecting 
the winners and the losers on the show. 
Miss Dollar applies her private prog- 
nostication right after her first intro- 
duction, before. the contestant has even 
selected a category. And she claims 


her formula has been 100 per cent © 


correct. “If a contestant’s hands are 
warm and trembling when I lead him 
onto the stage,” Miss Dollar says, 
“he’s obviously nervous and will prob- 





ably get panicky as the questions get 
harder. If, however, the contestants 
hands are cool and completely steady 
—like Myrt Powers’—then its apparent 
that contestant is poised and secure 
and is likely to finish in the big-money 
bracket.” 

Miss Dollar had no comment on 
itchy palms. 

~ * - 

A tale of the wide open spaces: It is 
Friday. Robert Rodgers, New York 
sales manager of NBC Film Division, 
is feeling chipper because this has been 
one of his greatest selling weeks. The 
phone rings. Whistling merrily Robert 
Rodgers answers it. It is his dentist. 
“You know that $16 bill you’ve owed 
me for over three months,” the dentist 
says. 

“I’m sorry about that,” now-deflated 
salesman Rodgers breaks in. “I’ve just 
clean forgotten about it. Ill have a 
check for you first thing in the morn- 
ing.” 

“You needn’t bother,” the dentist 
says laughing gayly. “Your bill is 
paid.” 

The now-painless dentist explains to 
a now-confused Robert Rodgers that 
several weeks ago he had sent a bill 
for $16 addressed to R. Rodgers at 
NBC in New York. And today’s mail 
brought him a check for that amount 
from Roy Rogers in Hollywood. It 
was obvious that Roy Rogers Enter- 
prises, taking the matter in stride, had 
acted with trigger-like efficiency. 

“And I reckon it was just my lucky 
week,” philosophizes Robert Rodgers 
who, incidentally, doesn’t mind at all 
being called Roy. 

* * * 

Somebody goofed; Here’s a boner 
one of our channel scouts uncovered 
on a kids’ film show the other day. 
The scene showed Marco Polo being 
handled more than somewhat roughly 
for having conspired with Genghis 
Khan. 

If you can figure out the error in 
the above scene, send it to us c/o of 
Somebody Goofed. If you’re the first 
you'll win a yo yo with your name on 
it stamped in gold. 





“Million Dollar Movie" is WBAL-TV's new Sunday night show 
featuring great films like The Man On The Eiffel Tower, It’s a 
Wonderful Life, The Green Scarf, The Tender Years, etc. Everyone 
in Maryland is excited about it. And everyone in Maryland 
means upwards of four billion dollars of annual effective pur- 
chasing power! 


“Million Dollar Movie,” presented every WBAL-TV 
Sunday at 11:15 p.m. 


offers participation to alert sponsors. w | 
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